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The VOICE of the TRADE 


rather 
interesting information regarding 
shoe manufacturing was contained 
in a cartoon form of advertising 
used in Louisville papers recently 
in the interest of Friendly Five 
shoes, stating that the company uses 
the services of blind girls in exam- 
ining its shoes for tacks, experience 
having shown that the fingers of 
blind girls are more sensitive than 
those of normal sight, making it 
possible for them to locate an ex- 
posed tack more accurately and in 
less time. 

Two Louisville papers are now 
daily carrying a strip on their comic 
sheets, containing three drawings 
regarding interesting facts in- 





volving local concerns, this strip 
appearing under the heading 
“Strange Facts,” and the public is 
offered $1 for each suggested item 
that can be developed and used in 
the strip. Cost of such advertising, 
was reported by one advertiser, to 
be $20, covering appearance of the 
strip item in two newspapers. 
* * * 


W. quote the following 
from the Shoe and Leather Record 
‘of London: 

“Last week’s mail brought us 
an unusually bulky issue of our 
New York contemporary, the Boot 
AND SHOE RECORDER. It comprises 
three hundred pages, and has been 
published in celebration of its 














| WORLDS FAIR 








The official poster for Chicago’s 1933 
World’s Fair beckons the world to come and 
see her Century of Progress Exposition. 

She is the Miss Chicago the world has 
known since the famous World’s Fair of 
1893. 

The familiar Phoenix on her head blazons 
the city’s motto, “I Will.” 

The Indian head in the background re- 
calls the Chicago of 1833, a little village in 
the Red Man’s wilderness. 

A bold white checkmark against the dark 
map of the United States will serve to 
remind America—and the world—that Chi- 
cago will be the Mecca of tourists during 
the Exposition. 








fiftieth anniversary. Members of 
the trade who are familiar with the 
RECORDER need hardly be told that 
the occasion was suitably em- 
phasized by the production of an 
informing and excellently printed 
number, which will be admired by 
all receiving a copy. As might be 
expected in an anniversary issue, 





it contains a great deal of matter 
covering what has, perhaps, been 
the most interesting period in the 
history of the shoe, leather and 
allied industries. It is gratifying 
to know that Mr. W. L. Terhune, 
the founder of the paper, is still 
hale and hearty although in the 
eighties. He retired from active 
work in 1909, leaving the control 
in the hands of the younger mem- 
bers of the family.” 

*x* * * 


Coptain William G. Pedrick 


of the Fifth Avenue Association, 
asks for legislation to curb value 
destroying sales signs, etc. He op- 
poses liquidating sales—the use of 
window displays to be restricted 
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and placards and posters and stick- 
ers calling attention to liquidating 
sales and half-price merchandise 
offerings would be barred. He 
maintains that unrestricted use of 
such displays tends to depreciate 
not only retail business itself but 
all business and property values. 

“We have found that the store- 
keeper who resorts to this practice 
seldom has the best interests of re- 
tail trade at heart and therefore we 
intend to seek legislation to put an 
end to these practices in our sec- 
tion.” * * 


itn S. Whittemore 


of Newtonville, Mass., has been 
elected to the office of secretary- 





treasurer of Commercial Trav- 
elers’ Eastern Accident Associa- 
tion and Commercial Travelers’ 
Boston Benefit Association, fra- 
ternal mutual insurance companies 
with offices at 77 Franklin Street, 
Boston, Mass.; also as secretary- 
treasurer of the International Fed- 
eration of Commercial Travelers’ 
Insurance organizations which 
carries a membership of over 900,- 
000 members. 

Mr. Whittemore has been in the 
shoe and leather business for many 
years and retires as sales manager 
of the Peck Shoe Company of 
Worcester, Mass., to take up the 
work of the newly elected position. 
He was president of the Boston 
Shoe Travelers’ Association for 
two years—1930-1931 and presi- 
dent of the National- Shoe Trav- 
elers’ Association in 1932. 

* * * 


This “she-man” 
movement in fashion prompts the 
style studio of the Premier Shoe 
Co., Inc., of Long Island City, to 
say: 

“We are seeing this prediction, 
then considered fantastic and high- 
ly improbable, fulfilled. Even two 
summers ago it was no novelty 
to see women in suburban and 
beach communities wearing pa- 





jamas for casual street wear dur- 


ing hot months. Now, we are 
being given further realization of 
this prophecy by the nation-wide 
tolerance and gradual acceptance 
of the mannish costumes, first 
sponsored on the boulevards of 
Hollywood and picked up by wo- 
men at resorts. 

“While trouser effects are most 
likely to be confined to ‘slacks’ and 
costumes for active sports wear; 
knockabout combinations for the 
beach or country, the trend is un- 
doubtedly going to influence styles 
in suits, coats, dresses and shoes. 

“Keep your mannish type shoes 
light, actually, but make them look 
heavier—is the advice from style 
authorities. If your clientele is 
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p ublic enemy No. 1! 


What does he do and who is he? 
He is the man who is squeezing 
the contents of American pay en- 
velopes to the vanishing point, de- 
grading American labor to coolie 
levels and destroying our con- 
suming power. 

He is the man who is steadily 
depriving American stockholders 
of dividends and depreciating the 
savings and assets of great and 
small. 




















He is the man who acts as ad- 
vance agent for the receiver, the 
sheriff and the business under- 
taker. 

He is the man responsible for 
the pitiful condition of those work- 
ers in Detroit who receive $8.25 
for a 55-hour week, for those 
workers in Newark who are paid 
$7 for a full week's work in toy- 
making and for those mill work- 
ers in Paterson who are getting 
$11.50 for a 6214-hour week. 

He is the chief architect of dis- 
content, starvation, revolution. He 
is the traffic manager of the vi- 
cious descending spiral. 

Public enemy No. 1 is the price 
cutter. Though he may appear 
either in the role of buyer or seller, 
nevertheless he is the pacemaker 
in the calamitous stampede of stu- 
pidity and cupidity. Where this 
dishonest and unprincipled rogue 
leads, honest competitors must fol- 
low—or fail. So long as he is 
allowed to operate, shortened 
hours or work sharing or Gov- 
ernment stimulation will avail 
nothing. 

Honest business must unite to 
tear the mask from public enemy 
No. 1 and to hold him, wherever 
he is found, to the justified con- 
tempt of an outraged and injured 


public. 
The Iron Age. 
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such to encourage your ordering 
a run or two of mannish shoes 
now, by all means try it out in 
footwear a woman can wear all 
day long with perfect ease and yet 
give the appearance of being her 
boy friend’s shoes.” 

* * * 


D.. Walter M. Horne 


of Lynn is president of the Massa- 
chusetts Chiropody Association. Dr. 
Horne says that nine in ten adult 
persons have foot troubles of one 
form or another, major or minor. 
A survey of school children, con- 
ducted by the Massachusetts Chir- 
opody Association, reveals that 80 
per cent of the girls and 65 per cent 
of the boys suffer from foot trou- 
bles, the groups studied being be- 
tween the ages of eight and fourteen 
years. 

He comments that fitting the shoe 
to the metatarsal action of the foot 
is one of the most important fea- 
tures of shoe fitting, and that it’s 
sometimes one of the most abused, 
with the consequence, in the latter 
case, that arches fall and other foot 


troubles follow. 
x * Ok 


Great Spikes ! 
The sturdy young men who are win- 
tering on the summit of Mount 
Washington, where the wind roars 


matt 


sometimes at better than 100 miles 
an hour and where the thermometer 
tarries at 40 below—wear in their 
shoes, when they travel about, 
spikes three inches long. These are 
held to the heels and foreparts of 
the shoes by harnesses of the 
strongest kind of leather. The rea- 
son is that their feet must get a sure 
grip into the frozen sheets of snow. 
These giant spikes were forged by 
hand in the workshop on the moun- 
tain’s stormy summit. 

* * * 


Reports had 
from a long list of makers of nov- 
elty shoes show that there will be 
a large production of the mesh 
style shoes for Spring and Sum- 
mer, these to be made open-weave 
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fabrics of one sort or another, or 
of perforated leather. The rea- 
son for this, so the designer be- 
lieves, is that women who wear 
novelty shoes desire to give their 
feet a chance to breathe. Besides, 
there is the factor of style. 

Many of these mesh shoes will 
be trimmed with leathers of con- 
trasting color, partly for style and 
partly for support for the foot. 
The knack of making shoes, inso- 
far as the better grades are con- 
cerned, is that of getting a shoe 
that will hold its shape and, fur- 
thermore, that will have such 
strength in its sidewalls as to pre- 
vent the flesh of the foot from 
bulging through at one point or 
another. *x* * 


W. C. Bohrer 


of Cottage Shoe Stores in St. Paul 
and Minneapolis says: “We’re just 
a plain, conservative American 
store. Ballyhoo has gone out of 
salesmanship, we believe. There is 
nothing ‘moderne’ or ‘modernistic’ 
about us—good old American mod- 
ern is enough for us. We are try- 
ing to sidestep all the bunk that 
was so much in vogue a few sea- 
sons back.” 

Instead, customers are taken 
into the confidence of the Cottage 
Shoe Stores. Why such a width, 
why such a length, why such a 
model—all this is explained to the 
customer with any other illu- 
minating facts about his particular 
feet so that instead of walking 
out of the store half dazed with a 
lot of bunk he really knows some- 
thing about what shoe-fitting 
means. This is SERVICE, thinks 
the Cottage Shoe Stores. 

“Got faith in the future of the 
shoe business, Mr. Bohrer ?” 

“Well, I guess our organization 
has plenty. This last year three 
out of four of my men had faith 
enough in their jobs holding out 
to go out and get married.” ~ 

By the way, this store is a great 
believer in good-housekeeping. 
Orderly, neat and clean—these 
ideas go over big here. 

os 


= Zwick 
of M. P. Zwick & Sons carries on 
even if the last bank (in which 


town was it?) has just closed its 
doors. M. P. Zwick & Sons serve 
three towns (Herrin, Ill.—runs to 
10,000; Carbondale, Ill—some- 
thing about 8000; Cape Girardeau, 
Mo.—6000). 

“And how, Mr. Zwick, are the 
people feeling down your three 
ways?” 

“Not too optimistic,” says Mr. 
Zwick, with an undaunted smile. 
“You see that little bank incident 
wasn’t so good coming just when 
it did.” 

However, this firm has just 
added space to another store oper- 
ated by them, which isn’t such bad 
news either. They’ve always gone 
in for dependable merchandise here 
and also for correct fitting—carry- 
ing all widths. Yes, and style 
means something too. They do a 
lot of style talk to their customers. 
A store has a lot to do with the 
way it slants its customers’ view- 
points—style and otherwise. 


* * 


The “pin tuck” 


shoe, very new, looks as if it had 
ribs of raised stripes up and down 
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its sides, not flat stripes, as in a 
zebra hide, but raised stripes. It’s 
quite a shoe to make, and a bit ex- 
pensive too. The upper calls for 
an oversize pattern. The leather 
of the upper is necessarily a sup- 
ple stock, such as lends itself to 
fine stitching. It’s a thread and 
needle style, to be sure. The term 
“pin tuck” comes from the dress- 
making trade. Thin folds are 
made in the upper of the leather, 
and these folds are stitched in such 
a manner as to raise them up to 
make ribs, or stripes, on the sur- 
face of the leather. At first glance 
it looks as if ribs had been pressed 
on the leather in the embossing 
press. But second thought is that 
this idea is impracticable, for ribs 
so pressed would pull out when 
the shoe .was lasted. So the ribs 
must be stitched in. The stitching 
may be done with matching or 
contrasting threads. The stripes 
are spaced slightly more than a 
quarter of an inch apart. Some 
have succeeded in making tiny per- 
forations between the stripes. It’s 
a tailoring’ idea in line with the 
new vogue for masculine types. 








ISN’T \T SURPRISING WHAT 


A DIFFERENCE 







Here’s a 
new one, 
Mister 
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CHEAPNESS 


Buy Standard Merchandise, Watch 
Your Sizes and Styles, Study Your 
Lasts, Make Sure Your Shoes Fit— 
AND DONT: HIRE A SHIRT 
SALESMAN TO SELL THEM 


by 
WALTER S. THOMPSON 


Men's Shoe Buyer for Franklin Simon & Co. 
New York 


Every aggressive retailer to-day 
should give a vast amount of thought to the character 
and quality of his merchandise. Being a shoe buyer, 
I think it is about time the retailers of shoes go back 
to selling the sort of shoes they have been used to 
selling—that is standard merchandise at reasonable 
prices. We know that much unworthy merchandise is 
being sold to the public today. Sound reasoning 
should convince any merchant that he can never re- 
build his business on a foundation of cheapness. 

_ Most shoe retailers have followed the example of 

the price chiselers in the shoe field until they are now 
so low that it is going to be a hard fight back. There 
is only one way back, as I see it, and that is to buy 
your merchandise from a manufacturer who sells 
standard merchandise, have shoes made to your order, 
study your lasts and be sure they are perfect fitting 
shoes. 

Build character into your shoes and have something 
that every shoe store in the country can’t offer. Stock 
shoes have a definite place in merchandising, but they 
are built for everybody to sell. If you wish to be in- 


You Can't Rebuild Business 
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dividual, build your own shoes, have them your own 
way. That will bring your business back and you will 
make a profit. 

Men’s shoes styled too high are a frequent cause of 
losses. Buy more sizes of your sure-fire repeaters. 
You know the manufacturers who make good shoes, 
you know they are organized both in quality and work- 
manship over a period of years and it would be hard 
for them to manufacture anything else but quality 
shoes. Get away from manufacturers who are mak- 
ing shoes over bricks. Stick to the ones you know 
to be reliable. 

Not more than ten per cent of the men who have 





PRESCRIPTION FOR PROFIT 


Build character into your shoes and have something 
that every shoe store in the country can’t offer. 


Remember that men’s shoes styled too high are a fre- 
quent cause of losses. Buy more sizes of your sure-fire 
repeaters. 


Get away from manufacturers who are making shoes 
over bricks. Stick to the ones you know to be reliable. 


Not more than ten per cent of the men who have ready 
money to spend on shoes at the present moment are 
interested in buying the so-called high styles. 


Make a study of the shoes you buy for comfort, fit and 
character. 


If a buyer has his money properly placed in the right 
proportions as shown by the sales movement of his 
stock, he can consistently expect to increase his sales 
and reduce his capital investment, even under present 
conditions. 


Regardless of what reports say, most stocks are too 
high on slow moving merchandise and way too low on 
the shoes that sell day in and day out. 


“Price” merchandise is causing the worst looking lot 
of feet that | have seen in a good many years. Many 
of these shoes are finished so that they look wonder- 
ful. Wait, however, until the customer wears them a 
short time. Then the worthless and shoddy hidden 
parts of a shoe (which reveal the true worth of a 
product) become apparent to the wearer. Another 
customer is lost to the store. 


—WALTER S. THOMPSON 
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. WALTER S. THOMPSON 


ready money to spend on shoes at the present moment 
are interested in buying the so-called high styles. That 
leaves a full ninety per cent who are interested in the 
regular bread and butter types. In order to play the 
high style field profitably, a long markup is necessary 
on account of the mark downs that are sure to develop. 
Right now is no time for many of us retailers to take 
chances. Some stores can and should have the high 
style men’s shoes, but most of us will be much better 
off by having plenty of sizes on the proven sellers. 
Some of the lines on our shelves have been carried 
for twelve years, and they are as good today as they 
were the first dav we proudly racked them. When 
they were originally bought, we were positive that they 
would be satisfactory, as we had implicit confidence 
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in the manufacturer. The fact that we have carried 
these shoes unchanged all these years from the same 
source is ample proof that they were bought right in 
the first place. 


When times are good, 
a man will often buy six or seven pairs of shoes at one 
sitting. Now he is interested in one pair of shoes, and 
then only when necessity forces him to make a pur- 
chase. When a man is buying several pairs, he often 
picks up at least one pair which would come under 
the extreme style classification. Now he is buying 
from a fit, service and utility standpoint, so he is stick- 
ing close to the sure-fire bets. 

After buying good merchandise the next problem 
that faces every shoe merchant is to employ shoe sales- 
men, not undertakers or shirt salesman. After all, the 
merchant should know that shoe fitting is a profession. 
The salesman can make you a customer for good or 
lose him for good. After studying the whole problem, 
I am convinced that the only way to bring a customer 
back is by giving him a shoe that fits properly and is 
made of good quality material. Give the salesman a 
small P.M. so he will sell the higher priced shoes, not 
because they are out of date, but because of superior 
quality and the proper fit. That makes him a booster 
for the house. 

A study of the men’s shoe business should be right 
in front of every buyer. Have a concrete control of 
your own styles and what you are carrying in stock. 
The record will show just what numbers are “Bread 
and Butter” ones. Then you are in a position to know 
what numbers are slow and what numbers repeat. 
When you come for a promotion that is the time to 
clear out, instead of loading up on numbers for promo- 
tion work. A “runner” of the low end price should be 
your clean-up for your merchandise, which is not 
moving. 


Shes day, Mr. Shoe Buyer, 
spend a day on the floor with your salesmen and take 
in what the customer says to the salesman when he 
is seated comfortably in the chair. He asks: “Have 
you this same shoe in stock?” The salesman answers, 
“Why, we carry these shoes at all times. You don’t 
have to come in for your size. Just write or telephone 
and we will send it right out to you.” And this is 
the proper reply. 

When it is not possible to give a man that sort of 
an answer, a store commences to slip. This illustra- 
tion is just to show that the men’s shoe business is 
not built up of high style shoes, altogether. 

Buy shoes you have made a study of, for comfort, 
for fit and for character. 

[TURN TO PAGE 38, PLEASE] 

























We suggest that you 
spotlight these four 
fashions in your win- 
dows, with a poster or 
window card to tell their 
story. It might also be 
possible to play up the 
connection of these shoe 
fashions with costume 
fashion, by showing 
sketches or photographs 
of the high necklines, 
mannishly tailored clothes 
and swagger sport things 
with which they are 
appropriate. 








FASHION AND 
FOOT HEALTH 


HOE fashion and foot health are playing on 
the same team this Spring. The four lead- 
ing style trends of the season are as good for 
the feet as they are easy on the eye. There’s a 
real reason, we believe, behind the coincidence. 
Women are thinking more and more about the 
solid qualities that go into shoes. Not that they 
love fashion less, but fit and foot comfort more! 
And a style built on appearance alone is less 
appealing than one with practical virtues, too. 
Orthopedic shoes have been selling well straight 
through the depression. People have come to 
realize that fashion can be turned out at any 
price, but that good lasts, good leather, good 
workmanship can be measured in actual dollars 
and cents. That intangible thing called fashion 
has not lost its appeal. But it must be backed up 
by sound, down-to-earth shoemaking. So, we say, 
shoe merchants do well to talk quality and fit as 
well as style these days, and to play these four 
fashions that make for foot comfort . .. Foot 


Comfort Week and every week. 


RY 
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The four fashion trends 
shown in the sketches 
above all have a foot 
health angle. Where can 
you find a better fitting 
shoe than the oxford? 
Lower heels, rounder 
toes, perforations that 
let the foot breathe ... 


they also spell comfort 
as well as style. 


lw 
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A SPRING TONIC of a NEW PAIR 
OF SHOES IS NEEDED by Every Man, 
Woman and Child in America 

Not Only Must the Shoes be New— 
They Must be Fitted and Serviced Right 

















T. successfully conduct a 
National Foot Health Week, April 17 to 22, two 
things are important and essential. One is coopera- 
tion and the other, organization. To make progress 
and develop a national promotion into local benefit 
will demand the time and effort of every shoe man 
in your community. 

Don’t wait for the other fellow to assume the 
responsibility of getting the shoe men organized. Call 
a meeting at once of the shoe men in your city, town 
or comunity. Select a merchant, as chairman, with 
Jeadership and aggressive qualities. Don’t allow petty 
personal considerations to interfere with the principal 
plan—that of stimulating interest in getting more 
sold shoes right and placing an emphasis on fit and 
quality that will produce a price for intelligent store 


service, 
You have no competitors in this co-ordinated ef- 


Every salesman is a part of the Foot Health 
Week promotion. Arouse their enthusiasm 
and stimulate their desire to do a more in- 
telligent selling job during the period of the 
campaign. The customer today is interested 
in fit and quality. Impress the sales staff 
with the importance of careful service—the 
kind of service that demands a price to which 
the merchant is rightfully entitled. 
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Planning for Foot Health Week 


Co-operative Action by the Shoe 
Merchants of Every Community 
Can Give National Foot Health 
Week, April 17-22, an Impulse and 
Momentum That Will Quicken 
Sales and Increase Profits as the 


Spring Selling Season Advances 


fort. All will share equally in additional business if 
the campaign is successful. Here are the majors to 
be adopted at the first organization meeting. The 
appointment of a chairman, vice-chairman and a com- 
mittee, to assist the leaders. Make the following 
committee appointments and insist on a report of their 
activities within a week: Publicity Committee, Edu- 
cational Committee and Promotion Committee. Put 
everybody to work on some committee. 

The work of the Publicity Committee should con- 
sist of all publicity in newspapers, both editorial and 
co-operative advertising effort. Radio tie-ups, and all 
arrangements for time for speakers on educational 
topics. 

Make positive to include on the publicity committee 
a member from each of the local newspapers. It’s the 
duty of the committee to supply the newspapers with 
interesting editorial material. Watch the Boor anp 
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How to Organize the Campaign 


First Steps in a Co-operative Community 


Promotion to Increase Pair Sales at a Profit 


SHOE RECORDER for releases that can be republished. 
Contests can be suggested for children and grown- 
ups. The window trimming activities should be in- 
augurated with this group. 

The Educational Committee should arrange for 
speakers, preferably medical men capable of deliver- 
ing interesting addresses on the importance and care 
of the feet, with a tie-in emphasizing properly fitted 
shoes. An address on the radio will further the 
interest of National Foot Health Week. Local serv- 
ice clubs will welcome addresses during the campaign. 
The most important job should be done within the 


store organization. 


_ should have special training 
previous to the opening of the campaign. The edu- 
cational committee should arrange a few meetings 
for the salesmen to arouse their interest to a new ap- 
preciation of the importance of fit and efficient service. 
The Boor anv SHoer Recorper will show how a 
trained salesman can do an intelligent job of selling. 

Sales Promotion Committee should’ concern itself 
principally with the problem of increasing sales in the 
store and to try if possible through cooperation with 
the group to avoid cut-price sales during the period 
of the campaign. Show through suggestion how con- 
structive promotion is more profitable and provides 
for an up-build in both price and quality. 

The customer will pay for advice and knowledge in 
correctly fitted shoes. No merchant need be convinced 
that price and screeching sales have lost their effect- 


iveness. The work of the Sales Promotion Committee 
is important. It’s the committee that can point the 


path to profits.. 


Newspaper Co-operation 

In our March 11 issue, the story of how other 
cities, through coordinated effort, secured full coop- 
eration of newspapers will be told. How to develop 
newspaper stories appropriate for the women’s pages 
of newspapers will be discussed. The cooperative ad- 
vertising feature and its advantages will be pointed 
our in this second step toward a successful National 


Foot Health Week. 


Contest 
A contest with complete plans for putting this fea- 
ture into operation will be another article in our 
March 11 issue, placing emphasis on this national pro- 
motional movement. Newspaper ads, launching the 
idea, are all ready-made for immediate use. This 
contest will arouse new interest and accelerate the 


campaign. 


Newspaper Ads 
The promotion of National Foot Health Week 
through newspaper ads is an important tie-up. How 
other merchants used newspaper ads in a cooperative 
effort to concentrate attention on their store will be 
a helpful story appearing in an early issue. 


Store Service 


Successful shoe selling methods, based on foot- 
fitting knowledge, is making and building a sound 
[TURN TO PAGE 38, PLEASE] 


Profits are produced through planning, and 
merchants who hope to reap miximum bene- 
fits from Foot Health Week promotion should 
begin now to procure the right types of shoes, 
then concentrate effectively on preparations 
for good advertising, effective displays, in- 
telligent selling. Here’s an opportunity to 
speed up sales at a profit in Springtime and 


at the same time build constructively. 
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Get Ready for Spring Change— 


Readjustment of “Body Balance” Best Achieved 





Through Footwear, Prominent Doctor Tells Shoe Men 


Papen. men have found out that the low spot of 
the year is at the turn of the seasons, from Winter 
to Spring, in April. The body must readjust itself to 
the change of temperature, change of habits, changed 
conditions. 

The American public this year has been doing some 
thinking for itself. It has remembered that not so long 
ago, when Winter changed to Spring, people changed 
from heavy clothes and heavy underwear to lighter 
clothes and lighter underwear; from heavy boots to ox- 
fords; from heated houses to open ventilation. The 
change was one that brought about the use of Spring 
tonics, for people were aware that with a change of sea- 
son, there were also changes in the blood and in health. 

Now people are finding out that living the year around 
with the same weight of clothes; the same diet; the 
same habits and happenings, that perhaps that mode of 
living isn’t in line with nature. At any rate, we are 
finding that when spring comes around that there are 
significant changes and insofar as we are concerned, 
let’s investigate changes in feet. ; 

We have asked Dr. Norman D. Mattison to explain 
why a change in season is of significance to footwear. 
Here’s what he says: 


| "The fag end of the indoor 
season and the beginning of Spring is especially sig- 
nificant this year, as relating to shoes. At no time as 
much as the present has there been such a general and 





intensive interest in feet, the relation of foot disorders 
to bodily health and the proper fitting of shoes. 

Spring always brings with it certain traditions. 
It is a time of change, growth, development. Cer- 
tain beliefs carry over from year to year, some- 
times over decades, even generations. For exam- 
ple, a seasonal personal adjustment to the change 
in seasons has long been associated with the good, 
old-fashioned sulphur and molasses. 

“A good many shoes might be helpfully moved 
along on their way from shelves to service, if a sea- 
sonal need of the feet themselves were better realized 
and some new-fashioned remedy applied. For exam- 
ple, an approach may well be made by a brief inquiry 
into the actual physical needs of the feet for a new 
pair of shoes at this season. 

“Every shoe man knows that with the end of 
cold weather some allowance for fitting has to be 
made. Feet swell, circulation changes occur, pains 
and disabilities light up only to be extinguished 
by comfortable shoes which permit, and do not 
hamper, adjustment to the seasonal changes. 

“Puffiness of skin of feet may be due to kidney or 
heart diseases; thin walls of small veins may become 
enlarged with a resulting varicose condition; harden- 
ing of the arteries may develop or become aggravated ; 
skin irritation frequently occurs from dilation of the 
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After Winter Come Foot Ills 


Customer's Viewpoint CHanges When Need for Cor- 
rective Shoe Arises, and Selling Must Be Different 


small blood vessels, the feet becoming hot, burning, 
congested, uncomfortable, swollen ; the nerves control- 
ling the blood vessels may become affected, with more 
or less marked variations in the blood supply to certain 
parts of the foot; the arteries may become occluded or 
partly blocked, severe and serious trouble sometimes 
developing. 

“With this brief but formidable array of conditions 
ta be on the outlook for, does this not suggest the 
wisdom of at least one new pair of shoes especially 
adapted and fitted for the health needs of the foot? 
Here is a logical sales point in which most customers 
are interested and would likely be responsive. 


d 
‘ke is no longer considered 
enough for the progressive shoe man to fit the foot, 
the eye, and the purse. There is another factor which 
must sooner or later become an integral part of every 
fitting—a consideration and understanding of the 
physical needs of every foot which is fitted, not only 
the structural anatomy and its variations as to form 
and function which is fundamental in every case, but 
the realization that the foot is an index of local and 
constitutional states that must not be ignored. 
“Tt is high time for a new seasonal tradition to be 
developed and used, one which may evolve from an 


acceptance and application of some scientific facts re- 
lating to shoes and feet such as is here suggested, or 
some homely slogan such as the one proposed by an 
old-time shoe man: “When the sap in the trees begins 
to run, then corns, arches and bunions have their fun.’ 

“It may sound like heresy to suggest that fit, based 
on the present reliance on the measuring stick, may 
give way to adaptation based on a new standard of 
measurement—the increasingly skilled hand and eye 
of the shoe fitter. 

“We are in the midst of a changing order, and it 
takes no prophecy of a modern Jules Verne to foretell 
that shoes, their adaptation and their fitting, are going 
to occupy an increasingly important place in the new 
economic structure. Competition must decrease within 
the industry itself for (quoting a specialist of the 
Bureau of Standards), ‘The heaviest competition to- 
day is between commodities and the industries pro- 
ducing them; not between the individual firms in the 
same industry.’ 

“Survival of the fittest will yield more to survival of 
the fitted—which I repeat is a present seasonal oppor- 
tunity for the progressive, forward-thinking shoe mer- 
chandiser.” 

Following this interview with Dr. Mattison, we pre- 
sented the case of what changes in weather and season 

[TURN TO PAGE 40, PLEASE] 








Repeat Sales Produce Profits 





BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, March 4, 1933 





And Customers Repeat When They Receive 
Satisfying Service in Shoes and Fitting 


By CARL BURGSTAHLER | 


Avtthur D. Anderson, editor of 


Boot AND SHOE RECORDER, said the purpose of shoe 
retailers should be to get more shoes sold right, not 
merely: more but right. Sold for the right purpose, to 
the right wearer, for the right fitting, for the right 
price, at the right profit. This is the great problem 
of shoe merchants. 

The chief purpose of Boor anD SHOE RECORDER is 
to help solve this, for this is the basic problem upon 
which depends the progress of the allied industries 
relating to shoes and leather, their production and 
distribution. 

In our own organization, whenever we come to foot 
fitting, and of course that is our job, it has always 
been our idea to educate and to pass on to our whole 
organization such things as we experience. One of 
the things I have always tried to impress upon our 
organization is that they are not selling shoes. That 
is rather a broad statement. They are selling service 
expressed in shoes. That is the thought behind the 
whole thing. If we can get that, I believe we will go 
a long way toward a successful shoe business. 

Our objective in the shoe business, as in any other 
business, is permanent, profitable patronage. If we 
get that, it is what we are after. You can get that 
only by rendering permanent, satisfactory service. It 
is permanent, satisfactory service that you are render- 
ing when you are doing your job in this manner. 

The problem that confronts us as merchants is 
largely one of education. It is educating ourselves 
and, in turn, educating our own organizations so far 
as our experience or our education goes. If you 
could pass your own knowledge on to your organiza- 
tion, even if it is only one man who works alongside 
of you in your stores, I believe that you could raise 
the caliber and standard and service you are rendering 
in your stores to the same efficiency that you yourself 
have, or should have. 

Your experience in your buying of shoes and in the 
market, in the conversation with representatives of the 
manufacturers, must be imparted to your organiza- 
tion. You can readily understand that. How could an 
organization really function and do the job you want 
them to do unless you are going to impart to that 
organization all your own knowledge? 





It doesn’t mean that you do this every month or 
every six months or every two months; it must be 
done practically daily. What does the average pro- 
prietor or manager or buyer in a store do? He goes 
to market and buys his shoes. He learns all about 
lasts, he learns all about materials, he learns all about 
shoe construction. He goes back to his store, after the 
purchase has been made, and then the shoes arrive in 
the store, go on the shelves and they are just another 
Jot of shoes. 

They may be of good style, a style that is the fash- 
ion in the season for which they are purchased. Every- 
thing is done up to that point, but do you realize that 
your job is only started? It isn’t a question of your 
buying your shoes right; it’s a question of selling 
them right. They’ve got to be bought right, of course, 
but the question of selling right is, after all, the one 
that determines your success. 

You can afford to make a present of the first pair 
of shoes a customer buys from you the first time she 
enters your store, if you can keep her permanent, 
profitable patronage. That is what you are after— 
permanent, profitable patronage. It is the repeats in 
your business that make profits. 

How are you going to get those repeats? 


I don’t maintain that you 
must have a supernatural knowledge of feet, lasts, 
patterns and shoes. But you should have a knowledge 
of feet. You should have a knowledge of lasts. You 
should have a knowledge of shoes for the right pur- 
pose, for certain difficulties with a foot, in order to 
bring that customer back. 

We can talk about stock control, we can talk about 
expense control and so on; those things are very, very 
necessary and vital in the shoe business, but the most 
vital thing any shoe business has is this contact be- 
tween the salesman and the customer at the time she is 
in your store. That is your valuable contact, and it 
is the bringing of that contact through the education 
of your sales organization to the same point or the 
same knowledge that you yourself have that is im- 


.portant. It isn’t where the ball of the foot is going 


to lay, and the heel, the last, the leather, and what the 












BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, March 4, 1933 


name of the shoe is. Not at all! It is the knowledge 
that these salespeople in your own organization have 
and the weakest link in that respect determines the 
strength of your chain. 

You may have a strong organization in the man 
who buys the shoes, the man who runs the business. 


I couldn’t go to a manufacturer and have him make 
a selection of lasts correct in proportion. That is his 
job. I can tell him, possibly, from years of experi- 
ence, whether he has the right heel on it or whether I 
think there is enough width in the ball or whether I 
think he has the third dimension in his lasts, etc., but 





He may be everything he should be, but if you get 


one or two weak links in 
that selling chain, your 
chain is not going to be 
very strong. Consequently, 
I emphasize this point of 
educating your own or- 
ganizations to all of these 
things in order to do the 
work and get this per- 
manent, profitable pat- 
ronage. 

It’s training that stands 
us in stead all of our life- 
times. It’s the training 
that the stock boy, pos- 
sibly, gets in your organi- 
zation that is going to be 
the making or breaking of 
that boy in future life. 

I have been in the cor- 
rective shoe business all 
my lifetime. I had charge 
of Marshall Field’s cus- 
tom section for many 
years. I tell you that so 
you will know the ex- 
perience which forms my 
opinion. 

I have found that if a 
retailer wants to let him- 
self into the manufactur- 
ing game or into the man- 
ufacturing of lasts or into 
the manufacturing of 
shoes excepting so far as 
his own business require- 
ments go, he is a little bit 


out of his field and he should not be in the retail 





PERMANENT, PROFITABLE PATRONAGE 





CARL BURGSTAHLER 


“ONE of the things | have always tried to im- 
press upon our organization is that they are 
not selling shoes. That is rather a broad statement. 
They are selling service expressed in shoes. If we 
can get that, | believe we will go a long way toward 
a successful shoe business. 

“Our objective in the shoe business, as in any 
other business, is permanent, profitable patronage. 
You can get that only by rendering permanent, 
satisfactory service. 

“The problem that confronts us as merchants 
is largely one of education. It is educating our- 
selves and, in turn, educating our own organiza- 
tions so far as our experience or our education goes. 

“You can afford to make a present of the first 
pair of shoes a customer buys from you, the first 
time she enters your store, if you can keep her 
permanent, profitable patronage. It is the repeats 
in your business that make profits.” 

—CARL BURGSTAHLER 


senna 





only after the shoes are made. 


I have never forgotten that. 


I can’t tell it from the 
last. I believe a shoe retail- 
er’s premise is to fit shoes 
right for the purpose and 
for the right last that 
should go on to that foot. 

He has to know feet on 
one hand, he has to know 
shoes he has on the shelves 
on the other hand, and of 
course the two have to be 
brought together for the 
customer’s needs. That is 
plain, ordinary, horse 
sense. That is his job. 

I remember a talk with 
Mr. Coward that took 
place twenty years ago. 
Mr. Coward was an out- 
standing man in the shoe 
business in his time. It 
referred to this very sub- 
ject of foot health and 
shoe fitting. I said to him: 
“Mr. Coward, why don’t 
you start a store in Chi- 
cago, a Coward store?” 

He said: “Young man, 
it is the hardest job in the 
world to make money out 
of the shoe business the 
way I have built this busi- 
ness up. You might just 
as well go and run your 
head up against that shoe 
shelving. It is the hardest, 
heart-rendingest job you 
could possibly tackle.” 
Here is what he 


business. 

That is strong talk, but it is merely my opinion and 
I give it to you for what it is worth. A manufacturer 
of shoes should have a thorough knowledge of last 
measurements and what they should be and what they 
should do. I do not think that a retailer can afford 
to make that his premise. 

We as retailers have found that we have made 
many a serious wrong or wrong decision in buying 
shoes for a certain purpose. It is perfectly honest but 
when the shoes come into the store and are to be fitted, 
they don’t do exactly as we intended they should. 


meant: He didn’t mean that nobody should go into 
it, not at all! We have progressed tremendously in 
these twenty years so far that even the highest heel 
lasts are more or less correct. They fit. Lasts that 
don’t fit today are not so very numerous, generally 
speaking. They may not do the job for that foot but 
they are not so bad. The shoe business has made 
tremendous strides in the way of lasts and the way of 
making shoes, etc. 

But to usurp the duties of a surgeon, the medical 
profession or the shoe manufacturer is not our prem- 
ise. Down here at the bottom is the job we must do. 
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What Must Precede Real Recovery? 


Todey is significant in the fact 
that it is “Inauguration Day.” We see a peaceful 
overturn of government and a new organization step 
into responsibility. Millions of people feel that by 
this change early betterment will come. It’s a great 
thing to have a nation of people so hopeful. 

A tremendous burden is being placed on the new 
administration. Some economic solutions may come 
in 1933 but in the early days, when the President 
alone is carrying on, may we hope for one thing— 
may we have a moral awakening in America. We 
are all heartsick at the spectacle of the dishonesty in 
the banking and business world—the cunning and 
evasion in high places staggers the imagination. What 
an immoral mess we were all in in the past eight 
years. If the President, by his action, can give us a 
leadership towards honesty between man and man, 
he will accomplish a lot towards eventual betterment. 

An early Congress will step into action. Govern- 
ment has enormous power to help the economic sit- 


uation, just as it has tremendous power to harm it. . 


It is usually the case for a new administration to re- 
verse previous economic legislation. It may make 
reverse mistakes in correcting previous errors. 

All politicians and most people credulously believe 
that government can help us out of our economic 
difficulties. The most that government can do is to 
abstain from interfering with real economic recovery. 

If we can get back to the fundamentals of simple, 
honest business, we can correct the errors of the past 
cycle. The temper of the people is to punish, with a 
strong hand, the dishonest forces that aggravated the 
hardships of the depression. 

Here we stand, on the opening day of a new gov- 
ernment, with not one man in a thousand who has 
escaped the devastating effects of the tumbling events 
that have brought us to this low spot. One-quarter 
of all who were gainfully employed are now idle. 
Still more are working only part time. Most wages 
have been cut below the standard of living, to the 
point of mere sustenance. There have been failures 





of banks, businesses and individuals, but all ts not lost. 
We can rebuild again and build better, but it must 
be on a moral base where honesty of purpose is the 
cornerstone of progress. 

We must not expect too much from our govern- 
ment. Remember, that in the past government played 
an inconsequential and almost negative part in the 
machinery of lifting industry out of the depression. 

The cost of government, in previous depressions, 
was not a major adverse factor. Just at present, not 
only is the Federal government facing the difficulties 
of balancing its budget, but it must, at the same time, 
not materially increase Federal taxation. But because 
we ask the government to correct the economic situa- 
tion, we must expect increased taxes and no balancing 
of the budget. 


Many major blunders have been 
made by government in the last four years and these 
blunders must be corrected before economic health 
can be restored. Some of the remedies have been 
opiates administered to reduce the suffering and pain 
of banks and business. But the morphine of money 
has done little to cure the major ill. 

The patient must get well by himself. The majority 
of commercial businesses have cleaned their systems, 
so that they can, without interference, come back to a 
healthy condition. Clean, honest businesses can live 
and grow and progress if they are not stifled by dis- 
honest practice and sub-standard policies of competi- 
tors who still believe that cunning pays. 

Let us hope that this betterment of feeling as a new 
administration comes into office is not a short-lived 
wave of optimism, to be followed by a bewildered 
disappointment if conditions continue to get worse. 

True progress can only come through restoration 
of honesty in goods and service by the individual, by 
the business and by the industry. 

Government can help, but it must not be asked to 
do-the entire job of reconstruction. 

Let us all hope and work for a better America. 
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Would you like to receive a copy? 
Write to The American Weekly, 
959 Eighth Ave., New York City. 











Your BIGGEST 
advertising help 


families are your customers, and the 
advertising on its big dramatic color 





HE biggest magazine in the world 
is the biggest advertising help any 





item in your store can have. 

THE AMERICAN WEEKLY is read in 
more than twice as many homes as 
any other magazine—by over 5,000,000 
families. 

Many of these AMERICAN WEEKLY 





pages exerts great pressure on their 
buying habits. 

Make special displays of the merchan- 
dise you see featured in this Mighty 
Magazine, and make yourself extra 
sales and profit. 








What is The American Weekly? 


The American Weekly is the largest magazine in the world. It is distributed through 
17 great Sunday Newspapers. In 558 of America’s 995 towns and cities of 10,000 
population and over, The American Weekly concentrates 70% of its circulation. 


In each of 136 cities, it reaches one out of every two families 
In 105 more cities, 40 to 50% of the families 
In an additional 153 cities, 30 to 40% 


In another 164 cities, 20 to 30% 


. ». and, in addition, more than 1,750,000 families in thousands of other communities, 
large and small, regularly buy and read The American Weekly. 





When writing advertisers please mention Boot and Shoe Recorder 
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Wile shopping is still a 
pleasure to some consumers there is evidence that, 
with the multiplication of alternative activities, there 
is a mounting distaste on the part of both men and 
women for the labor of buying things, a desire to 
simplify and to expedite the process as much as possi- 
ble. .. . It is an open question whether factors making 
for consumer confusion in our rapidly changing cul- 
ture are not actually outstripping the forces making 
for a more effective consumption.” 

This quotation is from the chapter on “Consumers” 
in the report of the President’s research committee on 
social trends, published under the title, Recent Social 
Trends in the United States. These points also seem 
significant : 

“With all the much discussed pressure for standard- 
ization in American life, there is probably today a 
greater variation from house to house in the actual in- 
ventory list of family possessions and of activities 
by family members than at any previous era in man’s 
history. The consumer’s problem is one of selection 
to a degree never before known.” The italics are 
ours. 

We cannot longer be content to try to understand 
consumption habits by viewing the customer as a 
rational, soberly constant being. Increasingly urban- 
ized living, looser family organization, secularization 
of values and similar social changes set up new situ- 
ations of social tension which necessitate difficult per- 
sonality adjustments. 


Ones influences reflected in 
current distribution trends are the growing impor- 
tance of all members of the family as spenders, con- 
tradicting the situation which made the “head of the 
house” the judge of all money outgo and all merchan- 
dise income; and the accentuated tendency for people 
in all income groups to imitate on some scale the 
direction of expenditures noted in the higher income 








Boot AND SHOE RECORDER : 
combining THE SHOE RETAILER, March 4, 1933 


Economic Forces 





“It is an open ques- 
tion whether fac- 
tors making for con- 
sumer confusion in 
our rapidly changing 
culture are not 
actually outstripping 
the forces making 
for a more effective 
consumption.” 


groups. Of the first, it is noted that “A rising stand- 
ard of living, coupled with new ideas as to equality 
of marital partners and in parent-child relationships, 
and an increased degree of mobility and independence 
among women and children have all operated appar- 
ently to distribute the family’s spending money more 
generally through the several members of the family.” 

Of the second, it is remarked that consumption 
choices of the wealthy influence choices of lower in- 
come groups out of all proportion to the number of 
persons receiving high incomes. This tendency has 
been vastly accelerated by the high visibility given 
to the consumption habits of the wealthy by movies, 
radio, periodicals, greater travel and leisure and sim- 
ilar developments. The result has been that “the 
past decade has witnessd incrasingly the manufacture 
of luxury and quality goods in any necessary adulter- 
ation to reach lower incomes.” 


The need is suggested, however, 
for distinguishing between the consumption pace-set- 
ting role of the wealthy as regards different commodi- 
ties. “They would appear to set the pace more as 
regards automobiles, expensive clothing, housing and 
other display and luxury goods, while necessity and 
utility goods such as packaged staple foods, soap flakes 
and washing machines tend to secure volume accept- 
ance first through the middle income groups.” 

Referring back to the assertion that the consumer 
cannot be estimated as a “rational, soberly constant 
being,” let’s see how he has changed his habits, using 
as a guide the records of per capita production in this 
country since 1919. 

He has a smaller family. Families of three or 
fewer persons constitute 52.1 per cent of the whole 
number. Families of two persons make the largest 
group, being 23.4 per cent of the whole number, while 
18.5 per cent represents the number of old-fashioned 
families of six or more persons. (Figures of the Na- 
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tional Industrial Conference Board.) Housing for 
the country as a whole has not changed greatly, but 
significant is the decrease in size of urban apartments. 

The consumer has become a lighter eater. Less meat 
and cereals go into his stomach, which is better filled 
with dairy products, fruits and vegetables. He gulps 


vitamins in fruit juices and tomato juice. A sharp 
rise in sales of flavoring extracts testifies to his swing 
toward the soda fountain as an eating place. He has 
gained confidence in the non-harmful character of 
canned foods, and the limited storage place in the 
smaller kitchen in his smaller home, as well as his 
wife’s dislike for peeling vegetables with hands 
that are treated with expensive toilet preparations, 
make the can and its opener symbols of domesticity. 

The consumer prefers to walk less and ride more. 
He does less rough work about the home. His yard 
is smaller because his house is smaller. His oil burner 
or his gas furnace eliminates the ash and coal shovel- 
ing. He beats no rugs, because his wife has put her 
broom in the attic and taken in hand a vacuum cleaner 
She hangs less over the stove because automatic tem- 
perature and timing devices guide her pots and pans 
in their duties. Electric mixers beat her batters, and 
squeeze her fruits for juice. 


As minor amusements candy 
and ice cream eating take more of his attention. His 
pop consumption is enormous, while he has cut down 
on tea. He also has cut down on tobacco (except 
snuff) and cigars, while increasing his dragging at 
cigarettes. 

He buys fewer clothes, but has turned to neckties, 
silk and rayon hosiery to spruce himself up. His col- 
lar supply is low. 

The feminine end of his family has gone in heavily 
for dresses, and also for silk and rayon hosiery. The 
increase in dress buying was hard on the piece goods 
business. The ensembling habit developed, and 


Changing Consumer Habits 
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Ideas regarding your trad- 
ing market will have to 
be revised in the light cf 
these estimates of recent 
social changes 








brought a huge rise in handbag use. Feathers and 
plumes and hooks and eyes declined in esteem. Jew- 
elry switched heavily to inexpensive costume pieces. 
Scarfpins went out. 

Furniture declined for every room in the house 
except the living room which, with the advent of 
the small apartment and the small house, became the 
socially conspicuous part of the home. Despite many 
built-in features, living rooms made place for enough 
furniture to counterbalance all other furniture losses. 
A rise in expenditure for bed springs and mattresses 
reflected a new standard of comfort. 

As the lady of the house got more time to herself 
because her work was performed by factories, she 
wanted more time—electrically. Electric clocks 
jumped from 90,000 in 1926 to 1,200,000 in 1930. 
Cooking equipment electrically operated also gained 


appreciably, 


Fee consumer has become 
cleaner and looks better after his health. He takes 
better care of his teeth and has doubled his expendi- 
ture for medication. He washes more often, as indi- 
cated by expenditures for personal cleaning materials. 
He has more bathtubs to use. He substitutes cleaning 
and polishing aids for heavy manual labor. He uses 
more paint and varnish. He exhibits a marked ten- 
dency to patronize the commercial power laundry de- 
spite the sale of electrical home laundry machinery. 
He quite obviously pays more attention to keeping 
his clothes cleaned and pressed. 

His lady looks after her skin, nails, hair and teeth 
painstakingly. The dressing table resembles a minia- 
ture toilet preparation counter. Perfumes, cosmetics 
and toilet prepdrations have risen spectacularly. 

The consumer still is a music lover, but he lays off 
pianos and goes in for radios (75 per cent on the 
installment plan). Sporting and athletic goods em- 

[TURN TO PAGE 44, PLEASE] 
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feature 
RUBY KID 


in their popular Strand model. The quick acceptance of this 





pattern can be attributed to its refreshing smartness—being a 
distinct departure from the usual type of man’s shoe offered 


in black kid. 


In this shoe, characterized by the makers as “‘The very finest 


shoe a man can buy,”’ Ruby Kid is the standard black kid 
leather. 


JOHN R. EVANS & CO. 


CAMDEN, N. J. 


PHILADELPHIA 
CINCINNATI BOSTON 
ST. LOUIS MILWAUKEE 
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Make March Windows Say 



































“Now's the Time 


to Buy 





Spring Shoes” 


Color, Background and 
Decorative Treatment 
Should Combine to Tell 
a Selling Story Which Will 


Cause Customers to Stop, 














Look and Consider New 
Shoes for Springtime 











Plan a series of striking window displays for early Spring and the pre-Easter selling 
season. Create a seasonable atmosphere in your windows and thereby arouse an rd) 


early consciousness of the need of new footwear. 


March is the month in which 
most shoe stores begin to feature Spring footwear 
in a big way. It is the month when Spring promo- 
tions get under way, when Spring advertising fills 
the newspapers and Spring footwear takes the place 
of clearance shoes in windows. 

This Spring, from all indications, promotion and 
publicity will play a more important role than ever in 
selling shoes at retail. Merchants will vie with one 
another in striving, through cleverness and ingenuity, 
to win the attention of the shoe buying public and 
claim their share of the cash money that will be spent 
for shoes. Ads will need to pack an extra punch and 
windows must augment their pulling power. 

There is nothing more difficult than to be everlast- 
ingly original. Yet -these are times that put a pre- 
mium on originality of ideas and boldness of execu- 
tion. In planning Spring window displays merchants 
must dare to be different, and even in these days of 
tightened budgets they should not hesitate to spend a 
little money to put a fresh atmosphere and a new 
sales appeal into their windows. Treatments may be 
simple and inexpensive, but they must reflect to all 
who see them the thought that here is a store in step 
with the season. 





There are fundamentals, of course, that one can- 
not escape. Backgrounds and decorative treatment 
must be seasonable. Spring suggests soft pastels 
rather than bright and glaring colors, which reflect 
warmth, an undesirable element in merchandise dis- 
play at this season. Blue or green tones give the 
impression of coolness, while reds, purples and orange 
have the opposite effect. 

In the sketch at the beginning of this article, soft 
hangings have been used as the background, and this 
is an easy way to give an entirely novel and differ- 
ent effect to a window without any great expenditure. 
There are various fabrics that can be used, but in 
general, sheer and shimmering materials, such as 
rayons, are preferable in Springtime to such fabrics 
as duvetyn, for example, which are preferable for 
Fall and Winter backgrounds. 

Flowers have an appropriate use as decorations in 
Spring windows. Natural or artificial flowers and 
floral treatments on backgrounds and window cards 
are in order. 

In both of the sketches portrayed herewith, mod- 
ernistic tubes and cylinders have been employed very 
effectively to give the modern feeling, these tubes 
being of inexpensive construction. They can be made 
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THE NOBIL SHOE COMPANY 


OPERATING A CHAIN OF STORES 
% SMITH-BRIDGMAN & Co. 


« 


Dunn & Mc Carthy Shoe Co., 
Auburn, N. Y. 


January 19, 1933 


Gentlemen: 


As per our instructions your Acme shipment of Jan. llth 
was received in Flint on the 13th, in time for Satur- 
days selling. 


In checking this shipment we found that you had filled 
our order to the pair, also every size and width of 
the entire 593 pairs was exactly as our order. 


I wish to thank you for your very prompt service for 
our stock had become quite low due to the success of 
our Clearance Sale which also increased the sale of 

the regular lines. 


Refe 

P met & We RTHY, Inc ey, sa 
ae. f 

AM, AN 21 1933 Nobil Shoe Comrany 


Flint, Mich. 
= 910:11,12, 1/2, 914166 


‘iy 


, 
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in the store or purchased from concerns which supply 
window display materials. In either case, the expense 
is relatively small. 

In showing shoes for Spring, it is frequently ad- 
vantageous to surround them with an environment 
which suggests the use and the occasion. For this 
purpose a scenic background is frequently employed, 
as for example a pergola or lattice effect that gives 
the idea of out-of-doors and can be constructed easily 
with no great expense. An ornamental bench gives 
an added touch of realism and can be used as a stand 
for the display of shoes, hosiery or perhaps some of 
the Spring garments with which the types of shoes 
shown would have a proper place. 
the job is well done the results may not prove satis- 
factory. 


Lasser on the same idea can be 
carried out very effectively for sport shoe windows 
and it is a comparatively simple matter to suggest in 
the background a golf course or tairway. When such 
a window is planned, however, it is best to turn the 
actual execution over to a scene painter, for unless the 
job is well done the results may not prove satisfactory. 

At the moment, however, shoe merchants in most 
sections of the country are concerned chiefly with what 
might be called the preliminary windows for the 
Spring season, in which the store heralds the advent 
of the new season and calls attention to its early 
Spring footwear without making any particular at- 
tempt to focus attention on particular types. lor 
such a window the somewhat conventional type of dis- 
play is well adapted, provided it is given the modern 
touch that present-day merchandising demands and in 
addition the seasonal atmosphere that will carry to 
customers the important message 
that a new season is here. For this 
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study to the question of how you can utilize these 
helps to the maximum benefit of your business. 

If you sell nationally advertised shoes, the manu- 
facturer’s dealer helps not only will afford you an 
easy and inexpensive source from which to procure 
attractive material for the creation of effective win- 
dow displays, but it also provides a direct window 
tie-up with the manufacturer’s national advertising, 
thereby identifying your store with the advertising 
for which the manufacturer is spending large sums 
of money in national publications and local news- 
papers. 

Much of this material, prepared by manufacturers 
for the use of their dealers in window displays, is 
more effective and more desirable than any similar 
material which the merchant could procure locally. 
It represents a large expenditure on the part of the 
manufacturer, but it is available at a relatively small 
cost to the merchant because the manufacturer buys it 
in quantity and so gets the benefit of a favorable 
price. The material includes backgrounds, display 
cards, price tickets and other similar material. 

The backgrounds and other window material which 
manufacturers offer their dealers are prepared by 
experts and represent the study and effort of many 
of the most highly paid men in the window display 
profession. Only the larger stores could afford to 
employ such talent in the creation of windows, but 
through the manufacturer such material is available 
to the medium size and smaller stores as well as to 
the big outlets. 

It is not to be presumed, of course, that any store 
will depend entirely on dealer helps for its windows. 
That policy would be a lazy effort at best to soive 
what is essentially an individual problem. 





purpose the sketches shown herewith 





afford a practical suggestion. 

Many shoe stores are using to 
excellent advantage the material 
which is being prepared by various 
manufacturers of nationally known 
lines of shoes for use in display 
windows. Others do not fully re- 
alize the possibilities of this mate- 
rial. If you sell a line of shoes the 
manufacturer of which supplies 
dealer helps and other promotional 
material, it will be greatly to your 
advantage to give some time and 


LJ) 


) 


Another suggestion for a Spring window in 
the modern spirit. Tubular cylinders 8 x12 
inches in diameter and 9 feet long were cut 
to form the columns and display stands. 
Sketches courtesy of Frank P. Taylor, Windo & 
Art Display Co., 82 Lincoln Street, Boston. 
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IF YOU ARE EAGER for QUICK 
and PROFITABLE ACTION 
THIS SPRING and SUMMER... 


PALS will give it to you! 


DETAILS OF DESIGN 
AND 
CONSTRUCTION 


Examine the many fea- 
tures shown in this cut- 
away illustration of Ex- 
celsior; PALS. Note how 
they have been designed 
to fit active, growing feet 
—to keep them in cool, 
healthy condition. PALS 
are constructed of the 
best grade duck, are 
genuine Goodyear welt 
with box toe, guaranteed 
counters, heavy, fine- 
grain leather insoles, solid 
steel combination shank. 
Guaranteed Goodyear 
Wingfoot oak-colored 
soles and fine grade rub- 
ber heels. Will not mar 
floors. Only shoes of this 
type that can be resoled. 


Boys are wild about PALS—because 
they look and wear like a real boy's 
shoe. Mothers and Fathers are just 
as enthusiastic — because here is a 
spring and summer play shoe that ac- 
tually protects the boys’ feet, keeps 


them healthy, lets them breathe, and 
avoids obnoxious play shoe odors. 


Take a few seconds to study the 
details of design and con- 
struction shown above. ” 

Then turn your imagina- ~ x 


tion loose for a few be ” 


4¢ 











¢eLS!OR 







REAL 


A 


THE EXCELSIOR SHOE COMPANY . . . 


ARCH SUPPORTING STAYS 
VENTILATING EYELETS 


CORK FILLER chal 


seconds. Think what you can do with 
sales points like these — think how 
good merchandising and display of 
PALS will help your profits this year. 
Isn't it a good idea to send us a sam- 
ple order right now? Get them in— 
show them to your customers — see 
how well they like them. Then you 
can take advantage of our 
Sz, "in stock service" and be 
% ready to sell plenty of 
@ PALS when spring 


‘ S: 





Portsmouth, Ohio 





$1.25 TO RETAIL 
AT $1.95 


You can get real 
volume with 
PALS and 
there’s a good 
mark-up for you. 
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New Leader of Shoe Manufacturers Board 
of Trade of N.Y.,Inc., Sees Definite Demand 
for Style, Fit and Quality Merchandise 


‘Riese conviction and firmness 
in the enthusiasm of Murray D. Fine, new president of 
the Shoe Manufacturers Board of Trade of New York, 
Inc., and treasurer of the Premier Shoe Co., when he 
says that Brooklyn shoe manufacturers and Brooklyn 
shoes are unchallenged in style and qiality and the 
leadership of this market will be maintained and pro- 
moted under his administration. 

“There is no doubt that New York, as a style cen- 
ter, attracts the very newest fashion ideas in all types 
of wearing apparel,” said Mr. Fine. “Recognizing this 
as a fact, it certainly follows that shoes, being an im- 
portant part of the well-dressed women’s wardrobe, 
should have their style source in this market. 

“Brooklyn has for years been the first to introduce 
new styles and the buyer, as well as the customer, has 
always looked to Brooklyn for style originality. Today 
there are practically as many style shoes produced here 
as there were before. Many new trends have originated 
here in this market which have later become national 
style promotions. This is evidence that the designers 
and manufacturers have lost none of their supremacy 
as style creators. 

“The leading manufacturers in the Brooklyn market 
have not compromised quality for price. It is the be- 
lief of many that there always has been and always will 
be a definite demand by customers who want quality 
and fit combined with style and are willing to pay a 
price commensurate with these features. 

“Like every other market and business the pressure of 
present conditions has taught many of us new econo- 
mies in manufacturing shoes, and prices today are ad- 
justed to allow manufacturers to pass these advantages 
on to the buyers, and he in turn to his customers. 

“But none of these savings have been made at the 
expense of quality and the same care and workmanship 
that has always been so characteristic of Brooklyn shoes 
is being maintained. Buyers still recognize this advan- 
tage, and we find about the same number of shoe men 
coming into the market as in the past. True, their visits 
are not as frequent, but with few exceptions merchants 
sold on Brooklyn quality have not been deterred from 
the policy of buying shoes that have built up their. 
[TURN TO PAGE 38, PLEASE] 


NO COMPROMISE 
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WITH PRICE 


MURRAY D. FINE 


President of Shoe Manufacturers 
Board of Trade of New York, Inc. 
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How to make— 
A Lot More Money with 
A Lot Less Worry! 





HINK of your business in 
terms of today—not as of the 
good old days of 1928! Com- 
petition is keener. Styling is 

Profits are 


faster. Volume is lower. 


scarcer—what’s the solution? 


Perhaps your new deal is in the 
Wise Co-operative Shoe Retailers, Inc. This plan brings 
to you—in your town—and to your store exclusively—all 
the favorable factors that help you pull a decent living 
out of shoe retailing. 


You own your business — Yet 
you operate as a chain store 


The Wise Co-operative Shoe Retailers, Inc. is a 
voluntary chain of independent retail shoe store owners. 
They run their own business in their own way. They 
are simply guided in every possible way by one of 
America’s foremost shoe chains—Wise. 


This plan means buying at better prices, because the 
independent retailers in the group pool their buying 
with that of the Wise Shoe Co. Wise does not buy from 
makers’ samples— Wise creates its own styles—and the 
Wise stylists are your stylists. The plan means better 
quality merchandise than you’ve ever given your cus- 
tomers in the past. And you get better prices. 


Wise Shoe experts guide you 


In addition, each member’s complete store operation 
is checked by Wise experts. Suggestions for budget con- 
trol systems, stock control systems, better turnover and 
other store problems, are offered by Wise executives. 


Efficient advertising and sales-making window dis- 
play work are usually overlooked by most independents. 
These are planned, produced and supervised for you by 
the same men now working for Wise Shoe. 


The Wise name is an extremely valuable business 
builder. It’s yours exclusively. You get the benefits of 
a chain system with none of the disadvantages. 


Being in business for yourself is a grand idea. But 
it’s a headache unless you’re making money. You can 
make more money as a member of the Wise Co-operative 
Shoe Retailer’s group than as a lone wolf. Only one 
retailer in each city can join this rapidly growing group. 


If your city is not already closed — better write today. 





TEN POINTS OF THE PLAN 


@ The Wise Name is Exclusively Yours 


@ Every Advantage of Chain Store 
Operation 


@ You Buy Everything at Lower Prices 


@ You Get Faster, Better Selling 

@ You Operate with Less Stock and 
get Higher Turnover 

@ Extra Profits in Hosiery and other 
Accessories 

® Your Advertising Prepared by Spe- 
cialists 

@ Your Window Displays Designed by 
Experts 

@ Complete Help by Wise Shoe Exec- 


utives 
@ You Remain Your Own Boss 











WISE COOPERATIVE SHOE RETAILERS, INC. 
384 FIFTH AVE. NEW YORK CITY 
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You Can't Rebuild Business 


on Cheapness 


[CONTINUED FROM PAGE 17] 


It is no crime to lose a sale on ac- 
count of bringing out an extreme size 
or any size on an extreme style, but it 
is a genuine crime to miss a sale be- 
cause the stock cannot produce any 
given size of a staple bread and butter 
number, 

Being assured of a continued flow of 
these sure-fire repeaters should be the 
first and foremost job of every worth 
while shoe buyer. . 

If a buyer has his money properly 
placed in the right proportion as shown 
by the sales movement of his stock, he 
can consistently expect to increase his 
sales and reduce his capital investment, 
even under the present conditions. Re- 
gardless of what reports say, most 
stocks are too high on slow moving 
merchandise and way too low on the 
shoes which sel] day in and day out. 
Daily remarks from customers cause 
me to make this statement. Traveling 
men know it to be true, only too well. 

What are staples in some stores 
might be high styles in others. The 
store records will acurately tell just 
what is what in this regard. They will 
also definitely tell what proportion of 
sizes to buy originally and what to 
have on order. What sizes to buy may 
be charted as definitely and as ac- 
curately as the calendar charts the 
moon changes. 

“Price” merchandise is causing the 
worst looking lot of feet that I have 
seen in a good many years. Many of 
these shoes are finished so that they 
look wonderful. Wait, however, until 
the customer wears them a short time. 
Then the worthless and shoddy hidden 
parts of a shoe (which reveal the true 
worth of the product) become apparent 
to the wearer. Another customer is lost 
to the store. 

It surely pays a buyer to cut up shoes 
once in a while, so that he can see for 
himself just what is being put out by 
the “price” promoters. Then he is in a 
position to buy intelligently. 

Mr. Retailer, just look your store 
over. Most of your fellows have for- 
gotten you are in a competitive business 
any more. Your stock, carpets, chairs, 
cases and the whole appearance of your 
store looks like the shoes you are buy- 
iImg—seconad quality. Paint your store 
up a little, make some changes, and put 
a little more quality into your shoes. 
Don’t let your sales force and the whole 
department go to the dogs. Brighten 
everything up; it helps your salesforce, 
and will help sell more shoes, See that 
you and your men wear good shoes at 
all times, Set a good example on your 
own feet. 

You wouldn’t buy an automobile 
without an engine. How do you know 
until you open the hood The same ap- 
plies to shoes; it is what is hidden 











under the cover that makes the shoes. 
The manufacturer who has always 
made quality shoes puts something 
under the hood that makes them stand 
up. 

A good many of you shoe buyers have 
changed your lines and resources so 
many times from the reliable manufac- 
turer who has always given you hon- 
est-to-goodness merchandise, that you 
do not seem to realize the manufacturer 
has stretched a good many points to 
keep in his particular “field. He has in 
nearly all cases sacrificed his personal 
profits that he may continue to give 
you buyers the benefit of his standard 
quality and workmanship. I think the 
manufacturer who has worked hard to 
maintain his grades is sure to reap his 
just rewards. 


Planning for Foot Health Week 
[CONTINUED FROM PAGE 21] 


business for a _ successful merchant. 
How he has accomplished his goal and 
the principles and practices employed 
is a narrative that every shoe man will 
want to read. 

The training of the sales staff to do 


a better job during Foot Health Week 
is offered as an educational feature. 


Radio Programs 


This new voice of publicity and ad- 
vertising is being used effectively by 
a leading store in the Southwest. The 
results, how to build a program and 
the program itself will be revealed in 
this merchandising plan adopted by a 
store where “feature shoes” are 


stressed. 
Window Plans 
Suggestions for window displays and 


how to build them with actual pictures 
will simplify this part of the promotion 
plan. Some effective window ideas have 
been worked out that will stop passing 
traffic and sell shoes through this 
greatest of all “silent selling forces.” 

A frequent change of windows is sug- 
gested to make the campaign more ef- 
fective. For the purpose of assisting 


you in carrying out this advice, plenty 
of windows will be described. 

Copy to be used for window cards 
that will give a significance to Foot 
Health Week is planned for the mer- 


chant. 

Foot Health posters in colors are now 
available to be displayed immediately 
in stores and windows. 

The Boor AND SHOE RECORDER has 
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Discuss Shoes at Mass. 
Chiropodists’ Meeting 

Boston, Mass.—Shoe manufactur- 
ers and merchants were well repre- 
sented at the annual meeting of the 
Massachusetts Association of Chiropo- 
dists held recently in the Hotel Statler, 
this city. Among the manufacturers 
exhibiting were the George E. Keith 
Co., E. T. Wright & Co., the Air-O- 
Pedic Shoe Co. and P. W. Minor and 
Son. Merchants included the Thayer, 
MeNeil Co., Benjamin F. Miner and 
Coward Shoe, Inc. Arch supports of 
various types were shown by the Klei- 
stone Rubber Co. and the Homer-Alden 
Co., Ine. 

Features were two films of Coward 
Shoes, Inc., one showing how both 
longitudinal and metatarsal arches of 
the foot can be broken by poorly fit- 
ting shoes made over wrongly designed 
lasts; also how, as the heel of the shoe 
is increased in height, the weight of 
the body tends to be thrown more and 
more on the ball of the foot instead of 
being distributed between ball and heel. 
The other film, much more elaborate, 
showed the various processes involved 
in the manufacture of a high-grade 
orthopedic shoe. It was a comprehen- 
sive picture of welt manufacture, be- 
ginning with the sorting of the upper 
leather and the preparation of outer 
and innersoles through to the removal 
from the last for the final touches. 

C. Chaytor Mason, special represen- 
tative of the company, prefaced the 
showing of the film by urging the for- 
mation of an educational council within 
the shoe industry having for its life 
purpose the dissemination to the pub- 
lic, and particularly to school children, 
of information on foot health, proper 
fit and the advisability of wearing dif- 
ferent shoes for different occasions. 
Such knowledge, he urged, would tend 
to increase the number of pa‘rs per 
person sold each year. 























outlined a complete plan to help the 


merchant increase his business—at a 
profit. It’s up to you Mr. Merchant to 


organize your store as a health unit for 








this big week of inténsive shoe service. 


No Compromise With Price 
[CONTINUED FROM PAGE 36] 


business on a foundation of quality and 
style. 
“For years certain customers have 


demanded Brooklyn shoes and today 


there are still a great many who will 
accept only shoes to which they have 
been accustomed. If the same economic 
forces apply when prices and incomes 


are climbing as they do when they are 
Geclining, then the desire for better 


priced merchandise, better quality and 


better style should work to the ad- 
vantage of the Brooklyn market. 


“During the coming year we hope to 
increase the prestige of the market and 
coordinate its interest to greater advan- 
tages.” 


To Feature Florsheim Shoes 
DETROIT—Harry Rosenfield, for 15 
years connected with Sibley Boot Shops 
in Detroit, has just opened an exclusive 
shoe store in the Fox Theater Building 


on Woodward Avenue. The Florsheim 
shoe will be featured. 
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Success of Selisa’s First Store Under 
PETERS PLAN Inspires opening of two more 


















ye 





When John Seliga started operating under 
the Peters Plan, he had only one store on 
Gravois Ave. in St. Louis. He was doing 
a fine business but his stock was excep- 


tionally large, and his turnover not up 
to his expectations. 


At thattime he featured Peters Shoes along 
with three or four other lines. A com- 
plete analysis of his stock condition sales, 
etc., revealed that his Peters Shoes were 
earning the profits to carry the losses 


of several other non-productive lines, 


He decided immediately to concentrate on 


Peters Shoes and operate under the Peters 
Plan. The Merchants’ Service Department 


started at once to help him reduce his stock 
and put his business on a sound basis. 


Within six months enough merchandise had 


been turned into cash to enable him to open a 


second store under the Peters Plan. Then, nine 


John Seliga Credits Peters’ Plan 


for Betterment of Business 


“T feel that I am especially fortunate in hav- 
ing three profitable stores under the Peters 
Plan at a time when many merchants are 
doing well to hold their own in one store... 


Through the help of your department I have 
not only been able to increase profits but to 
expand with safety. Your simple record keep- 
ing system, and the fine merchandising and 
advertising helps are responsible for the prog- 
ress I have made in the past three years.” 


months later, from the profits realized from the 


first two stores, he opened his third store which 
is pictured above. 


Mr. John Seliga is one of the many outstanding, 


capable merchants that have made fine pro- 


gress through the aid of merchandising ideas, 


stock and accounting control methods, etc., fur- 


nished by Peters Merchants’ Service Department. 


The Peters’ Pian offers opportunities just as great to other wide-awake 


merchants. The Peters Line of more than one thousand styles is strong 


and diversified enough fo satisfy any store's requirements. 


WRITE MERCHANTS’ SERVICE DEPARTMENT OF 








Branch of 


PoTOUE (mkt hoc ST.LOUIS 
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Get Ready for Spring Change 


have to do with interest in foot health 
to a number of shoe merchants—one 
of whom handed us this clipping as a 
key thought for opening a campaign: 

“Don’t sell shoes—sell foot comfort 
and the pleasure of walking in the open 
air. 

“Don’t sell for the sake of increased 
sales; but to be of real service and help 
to your customers. ; 

“Don’t sell things, sell ideas, feelings, 
self-respect, use and happiness. 

“Now is the time for imagination 
wedded to resourcefulness and, of 


course, knowledge. 


“Imagination, harnessed, moves the 


world.” 
Hereert N. CASSON. 


Another merchant who had devoted 
many years to the perfection of his 
foot health shoes, said: 

“The average man and practically all 
women, until they reach a point where 
their feet actually hurt or where pains 
in other parts of the body have been 
diagnosed as being the result of a foot 
condition, select shoes solely on the ba- 
sis of how they look on their feet and 
how well they will go with the rest of 
their costume. 

“When they sense the need of an or- 
thopedic shoe, however, their whole 
viewpoint changes. Rather, it broad- 
ens, for while still interested to some 
extent, at least, in appearance, they 
are much more interested in knowing 
exactly what the shoe will do toward 
alleviating the specific ills to which 
they have fallen heir. They become 
much more intensely individualistic in 
their demand for comfort than they 
ever were in their search for style. 

“I started out with that theory of 
individualism and from it evolved a 
complete program of sales promotion 
which has increased our business, dur- 
ing the last two years, about 30 per 
cent. Let’s consider them in moves, like 
a game of chess. 

“Move Number One. I found that 
we had been following the beaten path 
—doing all the accepted things. We 
were dressing their windows and they 
were very good looking. We were 
using plenty of newspaper space and 
our advertising compared favorably in 
appearance with that of any store in 
town. We were even on the air once 
or twice a week and our broadcasts 
were interesting and tuneful. I have 
no doubt that a great many people en- 
joyed them, BUT— 

“In none of these were we stressing 
adequately the features which made 
our shoes different from those of our 
style-selling competitors. 

“Our windows contained nothing but 
shoes. We weren’t selling shoes. We 
were selling proper fitting and guaran- 








[CONTINUED FROM PAGE 23] 


teed foot comfort—and there was noth- 
ing in our windows which said so. We 
left that entirely to the imagination of 
the passerby. He was supposed to be 
a good guesser. 

“After that our windows showed 
‘shoes for that tired feeling’; ‘shoes in 
which you can walk in comfort for ten 
miles at a stretch’; ‘shoes for every 
type of foot, and please remember that 
feet are as individual as faces’; ‘shoes 
your doctor will recommend’; ‘good- 
looking shoes for weak-looking ankles’; 
‘well styled, well made shoes which will 
keep your feet healthy’; ‘no foot too 
hard to fit,’ ete. 

“This isn’t the exact wording we 
used, but it will serve to give the idea. 
The same line of thought was then car- 
ried over into our newspaper advertis- 
ing and inserted in our radio programs. 
So much for Move No. 1. We were at 
last advertising what we had to sell. 

“Move Number Two was dictated by 
that theory of individualism over which 
you choked awhile back. People who 
are foot-conscious, either because they 
have foot ills or because they wish to 
avoid them, are not so much interested 
in what your shoes did for someone 
else as they are in what your shoes will 
do for them. 

“So I wrestled with the problem of 
how to reach individuals with an in- 
dividual message. Strangely enough, 
I reached the conclusion that it could 
not be done except at prohibitive cost, 
but that, if I could not reach individ- 
uals, I at least could reach groups. Is 
there, I asked myself, any way of 
classifying people with similar habits 
—or similar methods of thought? 
Should they be social groups, or occu- 
pational groups? 

“Apparently I hadn’t eaten the right 
cereal for breakfast that morning, for 
the right thought just would not come, 
so I put it up to the salesmen on the 
floor to find out all they could about 
the customer while he or she was be- 
ing fitted. I worked out a question- 
naire which the salesmen were expected 
to follow as closely as circumstances 
permitted. 

“When these reports came in, I dis- 
covered that I was getting two distinct 
types of information. I was finding 
out, first, why people were coming to 
our store; and, second, what kind of 
people they were. 

“A typical weekly report, summar- 
ized, showed me that our newspaper 
advertising was pulling just about 
twice as many people into our stores 
as was our radio program. The most 
powerful influence at work, however, 
came from people who had worn our 
shoes and had recommended them to 
relatives and friends. -This group ac- 
counted for nearly 30 per cent of our 








whole business. A very small percent- 
age of our trade could be traced to our 
windows; and another small percentage 
was traceable to doctors who had sug- 
gested our store to people with foot 
trouble of one kind or another. 

“The only groups I could identify 
were nurses, teachers and members of 
either the clergy or of some religious 
order—all people much on their feet— 
all probably fully conscious of the need 
for good fitting, well made footwear. 

“There was the answer to the ques- 
tions I had been asking myself. People 
much on their feet were the best pros- 
pects. Also, it would be well worth our 
while intensively to cultivate the medi- 
cal profession, who could be, and had 
been, instrumental in sending us pa- 
tients with feet needing special atten- 
tion. If numbers of teachers, nurses, 
ete., already were wearing our shoes, 
there must be many others in those pro- 
fessions who could be persuaded to do 
likewise. This brings us to— 

“Move Number Three. Contacting 
employed school teachers—prospects 
with assured incomes. Our message did 
much more than merely to impress 
them with our shoes and their relation 
to healthy feet. We announced that a 
charge account was at their disposal 
if they cared to take advantage of it. 
Similar contacts were made with em- 
ployed nurses, ministers and priests. 
The net result was that we opened a 
few thousand new accounts at a ridic- 
ulously low cost. If you figure, as 
many high-grade stores do, that the 
average customer, even today, spends 
about $25 per year for shoes and shoe 
store accessory merchandise, you will 
have some idea of the volume of busi- 
ness which this move placed on our 
books. 

“Move Number Four was to get after 
the doctors—most of them orthopedic 
specialists. Through them we hoped to 
get more so-called ‘prescription busi- 
ness.’ The doctors, however, were ap- 
proached on a slightly different basis 
than that used in going after direct 
prospects. We talked about the wide 
range of our lasts and sizes, our proven 
ability to fit feet, our ability to ‘fill’ 
his shoe prescription; and we asked 
him to drop in some time at his con- 
venience and have a chat with our man- 
ager. . 
“The first letter was followed by a 
second, and by a third. They worked 
in a surprisingly large number of cases. 
We went even farther than that and 
wrote a personal note of thanks to 
every doctor who sent us a patient. 
We wrote also to the patient, asking 
him to report back to the doctor, wear- 
ing our shoes, in order that the doctor 
might cheek our work. A copy of this 
letter to the patient was sent to the 
doctor. 
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Better Quality 


Regional Association, Meeting at Des 

Moines, Is Told Customers Are Becom- 

ing “Fed Up with Trashy and III-Fitting 
Shoes.” 


[Special Dispatch to Boot and Shoe Recorder] 


Des Mornes, lowa—An upward trend in the shoe 
business and a general tendency toward better qual- 
ity shoes were noted by President A. J. Mullarky of 
Keokuk, Ia., of the Northwestern Shoe Retailers’ 
Regional Association at their opening session here 
Feb. 27. 

“For the past 10 days the retailers in this region 
have unanimously reported marked increases over the 
previous weeks,” Mr. Mullarky declared. “Last Sat- 
urday was the most encouraging day yet, with real 
spring demand in evidence.” 

An important development, according to Mr. Mul- 
larky, is the indication of a turning from a buyer’s 
market to a seller’s market. The shoe dealers recog- 
nize the fact that their customers are looking for 
better merchandise, that they are “fed up with trashy, 
ill-fitting shoes.” This tendency is particularly en- 
couraging to the retailer of the better grade lines. 

Sixty-five lines of shoes were represented in the 
displays, practically on a par with the number at the 
last Des Moines convention. At the opening lunch- 
eon meeting of the convention 103 members at- 
tended, but additional registrations for the second day 
were expected to double the number. 

Some orders for shoes were placed by the dealers 
on the opening day, and it was evident that they were 
buying for the Easter and early season business. The 
early demand for gray shoes seemed to be falling 
off and more beiges in varying tones were shown, 
with whites, of course, being shown by practically 
every line. Fancy openwork footwear for summer 
was featured by some manufacturers. 

The makers of Arch-Preserver shoes contributed 
an educational film for the first evening’s entertain- 
ment on last measurements and foot anatomy. The 
shoe salespeople of Des Moines attended this show- 
ing in addition to the retail merchants in attendance. 

At the regional convention, representatives were 
present from each of the participating States of North 
Dakota, South Dakota, Wisconsin, Minnesota and 
Iowa. Director H. W. Reid of Sioux City, Ia., and 
R. J. Johnson of Sioux Falls, S. D., arrived for a 
pre-convention officers’ meeting with Mr. Mullarky 


and Secretary H. S. Mcintyre of Minneapotis. 

Governor Clyde Herring of Iowa and Mayor 
Dwight Lewis of Des Moines were both present to 
give addresses of welcome at the opening session and 
the Governor spoke on the State’s plan for reducing 
costs of government. They were followed by State 
Senator Roy E. Stevens of Ottumwa, Ia., himself a 
shoe dealer. He outlined the activities of the tax 
reduction committee on which he served, pointing out 
that much is to be done on both tax reduction and tax 
revision in order to make all citizens carry the tax 
burden equally. 


N. lowa laws have been passed 
to change the present system of taxation, but various 
income and sales taxes have been suggested. 

Mr. Stevens introduced the subject of selling costs, 
in which the dealers and the shoe travelers took part. 
Those present admitted to selling costs from 6 to 
12 per cent, the latter considered emergency measures 
for the protection of employees. It was suggested 
that every “salesman try to stabilize himself,” that he 
keep his own personal trade and the store’s custom- 
ers. E. Brown of Davidson’s, Sioux City, was ap- 
plauded when he spoke against the plan of putting 
salesmen on commission, pointing out that they then 
concentrate on the fast selling items and pay no at- 
tention to the older merchandise which must take a 
markdown. 

Carl P. Ortlund of Des Moines, head of Iowa Na- 
tional Shoe Travelers Association, issued an official 
welcome. 

James H. Stone, manager of the National Re- 
tailers’ Association, declared the shoe industry is not 
as badly off as others, as the volume production was 
but one per cent less in 1932 than in 1931, and both 
the production and distributing end were keeping up 
volume. Where the industry has suffered, however, 
is in the reduced unit-dollar of sales. The way out 
is in selling better grades of merchandise, he said. 

“I believe we are on the upgrade, and while our 
progress is slow, we will inevitably reach an increase 
in the unit sale,” Mr. Stone declared. 
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LIGHTNING 


PROFIT FLASHER 


Don’t Guess! Don’t Figure! Just Turn the Disk! 















It flashes instantly the percentage of profit between any cost and 
any selling price—both when the cost is per unit or per dozen. It 
skips nothing. Simple! Accurate! Complete! 
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Mr. Manufacturer: 


Can you say that about your other advertising? 


The PROFIT FLASHER is more than just good 
advertising. It is a real dealer service of the highest 
order and utmost value. 


Every customer of yours wants one and needs one. 
There is nothing he will appreciate so much and use so 
constantly. 


Your ad (in color) will be before him at the most sug- 
gestive time, when he is buying. 














Send for a sample and 1933 prices. You will be sur- 


POCKET SIZE prised how inexpensively you can cover your entire 


mailing list. 











Originated and Manufactured by 


MURRAY C. FRENCH 


1316 East Eleventh Avenue 








Denver, Colorado 
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Pin this coupon to your letter head. Mail to MURRAY C. FRENCH, A PROFIT FLASHER will help you make 
1316 East Eleventh Ave., Denver, Colo. more profit. It prevents errors. Insures 
You will receive (without obligation) a sample PROFIT FLASHER proper markup. 
and low 1933 quantity price list. 50¢ each 
What quantity are you likely to be interested in?.............+.++++++ $4.00 per dozen 
What person shall we address?...........06..ceeeeceeceeeeeeeeeeees Check or stamps with order please 
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ploy more and more of his time, and 
card sales deflect accurately his con- 
version from poker to bridge. He trav- 
els more often, faster and further, but 
not on his own legs. He has overcome 
his prejudices against Sunday papers 
and buys plentifully of magazines. 

But after the depression started, Mr. 
Consumer had less money to buy auto- 
mobiles, and sales fell off sharply. So 
did his purchases of sweets, men’s 
clothing (women’s apparel held up 
better), sewing machines, furniture, 
paints and varnishes, radios, airplanes, 
and all types of electrical equipment 
except re‘rigerattors. He went in heav- 
ily for cheaper cigarettes. 

On the other hand coffee, rayon, con- 
densed and evaporated milk, mechanical 
refrigerators, perfumes, cosmetics and 
toilet preparations all did better in 
either 1930 or 1931 than they did in 
1929. Several lines did better in both 
years. 

Economy even in shoe repairs was 
indicated by the appearance of sole 
leather and other repair materials in 
Five and Ten stores. 

Suburban transportation has helped 
to disperse the population of cities. In- 
deed, the boundary lines of the city be- 
comes more and more shadowy in a so- 










ECONOMIC FORCES CHANGING CONSUMER HABITS 


[CONTINUED FROM PAGE 29] 


cial and economic sense. The surround- 
ing country is linked to the metropoli- 
tan center by delivery services of stores, 
by extension of telephone exchange 
areas, by daily newspaper routes and 
other similar bonds. The automobile 
helps to fill up the suburbs, families 
move outward, and in some cases they 
engage in gardening or even in part 
time farming. Little cities, towns, trad- 
ing centers and shops grow up along 
the highways. In short, a new type 
of population grouping is appearing; 
not the city, but the metropolitan com- 
munity—a _ constellation of smaller 
groups dominated by a metropolitan 
center. As the railroad and telegraph 
tended earlier to create our cities, so 
the automobile and the telephone tend 
now to crate our metropolitan com- 
munities. 

It is clear from what has been said 
that a larger and more modern rural 
community is emerging, consisting of 
the village or town as its center and 
the open country as its tributary ter- 
ritory. 

In anticipation of more detailed con- 
clusions, it may also be said that rural 
life is tending to become more and more 
organized about the village. Village 
schools, churches and certain types of 
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But please don’t put it to the test. 
You won't have to. You're close to 
EVERYWHERE _ everything — and yet on the edge 
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social organizations all show this ten- 
dency in the increased proportion of 
their membership coming from the 
country. The same can be said for 
trade when the principle of speciliza- 
tion with regard to size of village as 
outlined in the preceding section is 
taken into account. The strength of 
the villageward tide varies considerably 
according to region and to type of vil- 
lage, but regarding the direction of the 
main current there can be little doubt. 
More and more the village or small 
town is becoming of supreme impor- 
tance in rural America. 

In many places the villages were re- 
ceiving a larger amount of farmer pa- 
tronage than formerly. Progressive 
merchandising policies and more ade- 
quate specialization of functions seemed 
to account for this condition. “The 
farmer doesn’t want to burn up gas 
shopping around if he can be satisfied 
at home,” was the argument given by 
this group 

It is altogether probable that in the 
future less importance will be attached 
and, therefore, less attention given to 
the question of size of “trade areas,” 
and more to the matter of character, 
volume and regularity of service ren- 
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IN THE HEART OF NEW YORK 


TO STAY AT THE LINCOLN 
... 1S A HAPPY REMEMBRANCE 


: An interesting cosmopolitan at- 


mosphere . . Cheerful Rooms. . 
Pleasant Service . . Fine Restau- 
rants . . Moderately Priced . . 
Around the corner are theatres, 
clubs and glamorous Times 
Square. . 

Conveniently accessible to rail- 
road terminals, steamship piers, 
the business and shopping centers 
“A Perfect Hotel for The Visitor’ 


ROOM with PRIVATE BATH, 
RADIO and SERVIDOR 


single double 
$3 per day $4 per day 





Special weekly and monthly rates. 


HOTEL LINCOLN 


JOHN T. WEST, Manager 


44th to 45th Sts — 8th Ave.— New York 
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Shoe Trends at Yale 


New Haven, Conn.—A slight trend away from 
the practice of wearing white sports shoes the year 
’round has been noted among Yale students, and the 
development is hailed with glee by New Haven shoe 
merchants. For the past several years Yale men have 
worn whites in all seasons, thereby reducing sales of 
more formal footgear. 

Dirty white shoes are the most common footwear 
at Yale, the very suggestion of having their shoes 
cleaned appearing to horrify the boys. About the only 
time one sees a clean pair of whites on the campus 
is when a student purchases a new pair. This has 
meant bad business for bootblacks, in which New 
Haven abounds. 

Two or three years ago the bootblacks had quite a 
business in cleaning sports shoes, and dormitory Jan- 
itors also reaped a small harvest. Some students 
bought their own jars of white polish and placed them 
in custody of the janitor, who marked the owner’s 
name on each jar. The janitor cleaned the shoes, 
using the student’s own polish. In the past year, how- 
ever, reduced students’ allowances have resulted in 
nearly all white shoes becoming mud-colored and 
allowed to stay in that condition. 

The report that students are slowly swinging back 
to regular street shoes for Winter wear is a hopeful 
sign, and if the trend continues New Haven shoe 
dealers will sell many an extra pair. College men 
are notoriously hard on shoes, but apparently prefer 
to buy a new pair after the old has worn out, rather 
than have repairs made. 





January Leather Exports 


The customary mid-Winter seasonal decline in 
the demand for leather manufactured goods con- 
tinued through January when the exports were valued 
at $148,548 as compared with $274,059 in December 
and $248,584 in January, 1932. 

The value of the leather footwear ($59,192) con- 
stituted 39.8 per cent of the total; leather belting 
(new) 26.4 per cent or $39,194; and other leather 
manufactures 33.8 per cent or $50,162. 

Panama, Mexico, New Foundland and Labrador, 
and Honduras were the quantity markets for the 
men’s and boys’ boots and shoes exported during 
January. Women’s shoes were in greatest demand in 
New Foundland and Labrador, Panama, Canada and 
Mexico and children’s shoes in the Philippine Islands 
and Honduras. 

American slippers are popular in Canada and the 
Philippine Islands and the athletic shoes, puttees, etc., 
in New Foundland and Labrador. 

Out of 11,304 pairs of leather gloves exported dur- 
ing January 7596 pairs were supplied the English 
trade. France and Italy were also favorable markets. 

Canada, Honduras and Mexico were January quan- 
tity markets for harness and saddlery; Canada and 
the Philippine Islands for bags, suit cases, pocket- 
books, etc., and leather goods of miscellaneous char- 
acter enjoyed largest sales in Canada, Mexico and the 
Philippine Islands. 

New leather belting exports exceeded January of 
1932 but did not equal those of December. Out of 
31,301 pounds exported, British India was supplied 
with 17,060 pounds; China with 4846, and Venezuela 
with 3235 pounds. 
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ANNOUNCEMENT 
* 





A NEW OFFICE 
LOCATED AT 
CHICAGO 


A move designed to render a more com- 
plete service to Laird-Schober customers 
in the mid-west territory. The complete 
line will be on constant display under 
the direction of Mr. W. J. Spaide at 
17 N. State Street, Suite 1131, in the 
Stevens Building. Also a complete show- 
ing of our in-stock lines. 


WOMEN’S - MODERN MISSES’ » CHILDREN’S 
to retail from retail from retail from 


$10.50 upward $6 upward $3.50 upward 


* 


AND OUR ADDRESS 
IN 
NEW YORK 


changes from Ruppert Bldg., 535 5th 
Avenue to Suite 3023 in the Empire 
State Building, where Mr. Samuel S. 
Laird, Jr., will continue in charge. 


* 


WOMEN’S-MISSES’. CHILDREN’S 
Ultra Footwear 


LAIRD, SCHOBER and COMPANY 
Headquarters: Philadelphia: Market at 22nd Street 
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The Mears MONOPLANE HEEL 
is the modern refinement of the popu- 
lar Cuban Heel. 





Straight lines replace the old, incon- 
gruous curved breast edge of the 
ordinary Cuban heel. 





The result is an added touch of smart- 
ness, an unusual trim military effect 


and a heel of perfect symmetry. 


Mears MONOPLANE heels will add 


distinction and beauty to your Cuban 
heeled models, and assure you the 


finest workmanship and materials that 
it is possible to buy. 


FRED W. MEARS HEEL COMPANY, Inc. 


Auburn, Me. Columbus, O. St. Louis, Mo. 
Conway, N. H. Auburn, N. Y. Salem Depot, N. H. 


Affiliated Company: Fellows Wood Heel Co., Brentwood, N. H. 


This trade-mark is your safeguard 
in selecting wood heels M | AP H EELS 
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>» HOW’S BUSINESS? 4 


Canadian Shoe Profits Cut 





Plan Spring Shoe Campaign 


Des MoINneEs, Ia.—Plans for a united 
spring merchandising campaign were 
made by the Des Moines Retail Shoe 
Dealers’ Association at a meeting, Feb- 
ruary 13. Sports and tailored shoes 
will be featured early in March with 
all the stores coming out with an- 
nouncements the same day. Style shoes 
will be stressed the latter part of March 
and the white campaign will be de- 
ferred until after Easter. This plan 
was started last year with good re- 
sults and the dealers decided to fol 
low it consistently the coming season. 











Reports Good Business 


THIENSVILLE, WIS. — The Gilbert 
Shoe Company, who make the famous 
line of Kali-Sten-Iks shoes for chil- 
dren and growing girls, are having an 
excellent business. Orders were com- 
ing in last week on an average basis 
per day of 1200 pairs, whereas the 
factory at present is operating five 
days a week and turning out 800 pairs 
per day. This, in a high-grade line, 
is an excellent record and shows thai 
good shoes are holding their own 
against the popular impression that 
only cheap shoes are getting a call. 





Production Steady 


CoLumBus, O.—The Julian & Ko- 
kenge Co. is now making upwards of 
3000 pairs daily and expects to main- 
tain that schedule during the remain- 
der of the season. 

Herbert N. Lape, Jr., vice-president 
and sales manager, has returned from 
a trip which took him to Tennessee, 
Alabama, Mississippi, Louisiana and 
Texas. 














have been cut in many instances fifty 
per cent and manufacturers’ profits 
on low-priced shoes have almost dis- 
appeared, owing to the decline in prices 
brought about by over production, and 
the reduced demand consequent on the 
depression. The tremendous decline in 
leather prices has aided manufacturers 
to produce cheap but serviceable lines 
of shoes at the lowest prices seen in 
almost two decades, while better class 
shoes are down in prices from 10 to 25 
per cent. The decline has had the ef- 
fect of sharply reducing the doliar 
value of the turnover of manufacturers, 
wholesaler and retailer alike. 


| 
| 
| 
| 
| MONTREAL — Shoe retailers’ profits 
| 
| 
| 





Nai-.ed, pegged, 
Stitchdowns 
All other 
Total 
Moccasins (other than oil tan) 
Slippers 


Total 


Shoepacks, larrigans and moccasins (oil tan) 


PrGIGWIGeY WHGIP TONG WOO i Bec cc cccicc ceevreenuncescuneneoesoene 


Cheaper lines of shoes are being im- 
ported from Czechoslovakia, which, in 
spite of high tariffs, is able to undersell 


Canadian factories on the cheapest 
lines, and thereby tends to depress 
prices. 


Despite competition from other coun- 
tries, Canada’s production of boots and 
| Shoes increased in 1932 to 17,879,218 

pairs, compared with 17,677,616 pairs 
|} in 19381. 

The largest increase was in women’s 
slippers. 

Production for 1932 and 1931 com- 
pared in the following table: 

Boots and shoes with leather or fab- 
ric uppers: 





1932 1931 


2,852,927 3,133,208 
8,245,495 $8,368,447 
$32,177 436,653 

Re adhe ed re lar 1,763,668 1,736,038 
2,108,335 1,991,394 
299,469 185,577 
15,602,071 15,851,317 
37,244 51,519 

49,290 63,195 

437,207 381,442 
1,753,406 1,330,148 

seaataee 17,879,218 17,677,616 








DATES TO REMEMBER 











St. Patrick’s Day March 17 
Pacific Coast Shoe & Leather Exposition 
at Los Angeles March 26, 27 and 28 


oo eer tere ee April 16 
National Foot Health Week....... April 17-22 
Wien Re oe cho ne ke ss cen ay 14 
National Sports Shoe Week........ May 22-29 
Memorial Day ..................... May 30 
CE ee ar Sera ee June 18 
Independence Day ................... July 4 
Friendship Day ................... August 6 


MABCNO NE oak c ice cncsens oncom September 4 
Jewish New Year ............. September 21 
Hallowe’en ..................... October 31 
Thanksgiving ................. November 30 
Ce eee eee December 25 
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To Manufacture Rubber Soled 
Shoes 


PROVIDENCE, R. I.—From a reliable 
source comes a report that the Bristol 
Manufacturing Co. is soon to be incor- 
porated, to locate in Bristol (R. I.), 
and will manufacture’ rubber-soled 
footwear. According to Maurice C. 
Smith, Jr., leader in the 
movement in Bristol and co-inventor of 
the shoe to be manufactured, states the 
plant will be in operation some time 
next month and will employ about 170 
persons at first. 


industrial 

















00 YOU KNOW 


the answers to these | 
2 Questions? 







































\—Upon what three major 


factors does a permanent 
upturn in the economic 


cycle depend? 


2—How would radical legis- 
lation affect business and 


finance? 


3—Will national deflation de- 
crease purchasing power? 


4—How will flotation of Gov- 
ernment bonds effect 


other holdings? 
5—What per cent decrease 


in income will be reflected 
during the coming 6 


months? 


If you will make the request 
on your business stationery 
we will gladly send you five 
recent bulletins which not 
only answer the foregoing 
questions but also scores of 


other questions. The coming 
months will be crowded with 


complex questions. You must 
know and base your actions 
on facts critically interpreted. 


* 
Make your request TODAY 


The BROOKMIRE 
ECONOMIC SERVICE, Inc. 


Dept. BSR 43, 


551 Fifth Avenue 
NEW YORK CITY 
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Preparing for White Season 
Seattie, WasH.—With a big white 


in the offing, merchants are 








Chicago Shoe Fashions 


Cuicaco—A number of interesting 
models are being shown by various 
houses here. At Marshall Field and 
Company’s some handsome mesh shoes 
combined with kid are seen. These are 
in all-blue, in beige and natural with 
brown, and in all white, and in greys. 
Grey tweeds trimmed with leather are 
being shown here. The mesh being 
shown this year is said to wear very 
well. Pewter grey is seen and also 
some clear greys—that is, greys with- 
out any tinge of tan shades. 

At Mande) Brothers heather oxfords 
have as distinctive features metal eye- 
lets and the new lower heels. 

At Ruby’s hose in the “new taupe” 
shade is being featured as the correct 
color to wear with black, brown and 
blue, interchangeably. 

A new oxford at O’Connor and Gold- 
berg’s in black and brown pigskin has 
oval brass eyelets as a distinctive fea- 
ture. Also a short-vamp oxford in 
the new pleated leather ih black and 
brown kid. 

Some silver buckles were seen on 
pumps in the Young Moderns section 
at Marshall Field and Company’s. 
Some were in center front, others at 
the side. Also punched shoes with 
an underlay—blue with silver and 
brown with beige. Some brown shoes 
had beige stitchings, natural python 
was trimmed with brown calf. 

Wolock and Bauer are showing some 
of the new two-button spats in their 
windows in fawn and grey. 

I. Miller’s window carries a big show- 
ing of hosiery in “fog mist.” A large 
handsome painting, also named Fog- 
Mist, occupies a conspicuous place 
among the stockings bringing a little 
high-art into the business of window 
shopping. 

New pin tucks are finding their way 
into the shoe displays at Carson, 
Pirie, Scott and Company’s. 





Fagot Stitched Shoes 


LYNN, MAss.—Fagot stitched shoes 
are new style here, and this fagot 
stitch is not easily, nor cheaply done. 
Two strips of leather are sewed to- 
gether with a fagot stitch, this stitch 
being a mesh of threads in the open 
space, not quite as wide as a narrow 
shoe string, between the two pieces 
of leather. These two strips, as 
fagoted together, are set into a vamp, 
as a panel. The fagoted seam, be- 
ing securely backed, or re-inforced, 
wears for as long as the shoes. 

The fagot stitch, which some call the 
fagot stitch, has been in and out of 
fashion many times. Back in the days 
of Gibson girls, shirt waists, of the 
style called “peek-a-boo” were fagot 
stitched, and, century ago fagot stitched 
emblems were worn on sleeves as a 
mark of distinction. 























stressing the light colors such as gray, 
blond and beige. Some shoemen feel, 
however, that the popularity of gray is 
about over. 

Nordstrom’s are preparing for their 
biggest white season. Phillips Shoe 
Store finds small demand for spring 
shoes. Bon Marche, department store, 


is showing gray, beige, blond and some 
dark-blue in their spring fashion win- 
dows. W. C, Jones of Feltman and 
Curme Shoe Stores reports the weak- 
est dress shoe season in his experi- 
ence, but a highly satisfactory busi- 
ness in sport shoes, including spectator 


types. 
Mannish Weights for Women 


LYNN, Mass.—Men’s weight sole 
leather, for both innezsoles and out- 
soles, is being used here for bottoming 
women’s shoes, these to be worn by 
women who weigh 160 pounds or more, 
as much as many a man. The number 
of these is increasing, according to cur- 
rent reports, the fad of dieting to fill 
out the curves having taken the place 
of dieting to reduce to thin flat lines. 

As a matter of mechanics, the leather 
under the feet should be strong enough 
to bear the weight upon it, and if a 
woman weighs as much as a man, then 
mannish weight leathers in women’s 
shoes. The knack is to make the heavy 
leathers look light and stylish. 





Blue Bags for Spring 

CincinnaTI—Mrs, Sally Huff, buyer 
and designer of bags for the Potter 
Shoe Company, says that blue is the 
favorite color for bags for spring with 
women who shop at Potter’s. They 
prefer the blue bag because it can 
be worn with either the blue, beige 
or gray costumes which are so popu- 
lar this season. 

Bags that match the tucked shoes 
are also being featured. The large 
underarm bag will be the vogue for 
spring and summer because of the 
top-heavy silhouette which milady fa- 


vors now. 





Shoes for Trouser Suits 


Boston—White’s show the new 
trouser suits for women, the trousers 
having cuffs, like the sport trousers of 
men, and, for wear with them welt ox- 
fords quite mannish. But will Boston 
ladies ever wear the style, at least, of 
the trousers? 








“RUBBER OXFORDS” 


At first glance they look like oxfords of 
rubber, for they have an edge, like that of a 
welt oxford of leather, and furthermore, the 
appearance of lace rows and laws—this specimen 
of moulded rubbers is noted in a Boston store. 
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DR. SCHOLL SCHOOL OF ORTHOPEDICS GRADUATING CLASS 


Graduates of the Dr. Scholl School of Orthopedics, Class of February, 1933, held at 


the Cornish Arms Hotel, New York City. 


In this group are men and women from 


thirteen states, who came to New York for final courses under Instructors Williams 
an orton 








Weyenberg Has 


Excellent Business 


MILWAUKEE, Wis.—R. J. Dempsey, 
Sales Manager of the Weyenberg Shoe 
Mfg. Co., returned to the factory last 
week from an extended southern trip 
which took him thru Georgia, North 
and South Carolina, and his return 
trip north thru Washington. 

He said, regarding business: “Since 
January 1 we have had an 18% gain 
in dollar volume and a still larger gain 
in pair volume. Business with us has 
been excellent, and our in-stock ser- 
vice during the past few weeks has 
been much drawn upon by our several 
thousand customers. The severe cold 
weather ten days ago slowed down the 
procession, but we expect to see it step 
back into a fast pace in March when 
the demand for sport shoes is getting 
under way all along the line.” 





Dun Deer Sandals and Oxfords 
Enjoy Sensational Sales 

St. Louis, Mo.—W. H. Moulton, 
president of the International Shoe 
Company, states that the sales of Dun 
Deer sandals and oxfords are far in 
excess of their most ambitious esti- 
mates. The factory is increasing its 
help and doing everything possible to 
speed up production. 

“We anticipate even greater sales as 
the season approaches, for re-orders in- 
dicate that the consuming public is wel- 
coming this new type of footwear just 
as enthusiastically as the merchants,” 
says Mr. Moulton. 

Dun Deers are made exclusively by 
the International Shoe Company un- 
der full patent coverage. Their con- 
struction involves a one-piece leather 
sole with a vulcanized rubber heel, 
laced to the upper. The vamp is joined 
to the quarter in the same way. 

Although Dun Deers are cool and 
flexible, the sales records show that 
they have no geographical limitations. 








Fashion Service Inaugurated 

New York Stylists, Inc., recently in- 
corporated in Massachusetts, has an- 
nounced its personnel as follows: John 
F, Teehan, president; Herbert J. Dun- 
bar, treasurer; Lyman R. Favreau, 
director. 

Their charter identifies them as 
stylists and their announcement indi- 
cates their policy for the present to 
be the designing of women’s shoes and 
the expert reporting of women’s fash- 
ions, cooperating with a limited num- 
ber of shoe manufacturers under year- 
ly subscriptions. Headquarters are 
960-962 Marbridge Building, 47 W. 
34th Street, New York City. 

Eugene F. Kerrigan is Director of 
Design; Mollie F. Hurley, Director of 
the Fashion Department, and Arthur 


J. Chase, Director of Merchandising. 





Maryland Also to Tax Chains 


Bautimore, Mp.—Shoe interests op- 
erating chain stores have been given 
something to worry about by the Mary- 
land Legislature, now in_ session, 
through the measure which has been 
introduced which has for its object the 
taxation of chain stores. All interests 
operating more than two stores, ac- 
cording to the bill, would be taxed $25 
for each store operated from 2 to 5 
stores; $50 for each store where from 
5 to 10 stores were operated and $100 
for each store where from 10 to 20 
stores are maintained, and $150 for 
each store over 20. 





Regal Moves Headquarters 


New YorK, N. Y.—The Regal Shoe 
Co. has concentrated its New York 
office, former Boston executive offices 
and its national warehousing facilities 
on the sixth floor of the new Port of 
Authority building, 111 Eighth Ave. 
About 30,000 feet of floor space are 
under lease for this purpose. 
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Dramatized Window Displays 


A dramatized display—one that puts 
a selling point over with a punch—need 


be neither difficult or expensive. It’s the 
IDEA that counts. It can be done with 
a panel, paint brush and an eye for 
picking promotion points. 

For the average window the panel 
should be about 30 inches wide and 60 
inches high, made of compoboard 
mounted on a frame. This is attached, 
at the base, to the back of a plateau 2% 
inches high, a foot wide, and extending 
the width of the panel. It should be 
heavy enough to hold the display panel 
upright. Strips of grooved molding to 
hold the card near the top of the panel 
completes the setting, which may be 
painted to harmonize with the window 
background. 

An appropriate message is lettered 

on the card and slipped into place on 
the panel, with shoes displayed on or 
in front of the panel. This unit can be 
used as a part of any window display. 
It can be varied or made more elab- 
orate if desired. If there are two or 
more windows a unit may be used in 
each. 
The card wordings should be confined 
to ONE IDEA at a time—be it style, 
use, quality, value, comfort or any other 
selling point. 

Your own advertising headlines, the 
Boot and SHOES RECORDER, your own 
knowledge of your shoes, are all 
sources of promotion IDEAS to use on 
these cards. The list given offers time 
ly suggestions. With such a practical, 
inexpensive plan you can have drama- 
tized displays, no matter how small the 
store, that can be changed frequently, 
and will definitely assist in increasing 
shoe sales this Fall. 


CARD WORDINGS FOR DRAMA- 
TIZED DISPLAYS 


DARK BROWN shoes gill be worn 
with BLACK coats trimmed with 
brown fur, i 

“DON’T DRESS” shoes—to wear with 
semi-formal frocks for afternoon or 
evening. 

The high throat is a smart note in new 
Fall shoes. 

OXFORDS—styled to accent the slim 
tailored skirt lines of all dresses and 
coats. 

STITCHING neatly trims the slim, trim 
shoes of Fall. 

BOWS in your hat means BOWS on 
your shoes. 

SUEDE trimmed with contrasting 
leather is most important for Fall. 
SPECTATOR SHOES that are sched- 
uled for the smartest football en- 

thusiasts. 

We're all walking more—these shoes 
will prevent foot fatigue from pave- 
ment pounding. 

Lower heels are favored; these are both 
smart and comfortable. 

With tailored suits, these graceful town 
oxfords and step-ins. 

Stubby—the new round toe, so youth- 
ful and comfortable. 








Boot AND SHOE RECORDER 
combining THE SHOE RETAILEx, March 4, 1933 








THE FAIR HAS NEW CHILDREN’S SECTION 











The opening window for the new Children’s Shoe Section of the Fair 














When The Fair, a leading depart- 
ment store of Chicago, opened its new 
shoe section it was decided that some- 
thing more than a routine announce- 
ment was necessary. 

To dramatize the event and make a 
real store promotion of the occasion 
a complete program was _ outlined 
which focused unusual attention on the 
new line of shoes introduced by The 
Fair. 

On Sunday, February 12, Buster 
Brown and his dog Tige arrived in 
Chicago to take part in the opening 
of the section which will feature 
Buster Brown shoes. He was met at 
the station by a city greeter, several 
Eagle Scouts and a store delegation 
which included S. Katz, manager of 
the shoe departments, and E. L. Ellis, 
advertising director of The Fair. F. F. 
Nitchy, Chicago representative of the 
Brown Shoe Co., was another of the 
welcoming party. 

Large half-page ads appeared in the 
Sunday papers. These included coupons 
to be filled out with the names and 
addresses of boys and girls, which en- 
titled them to free gifts of “come- 
back” rubber balls, clappers and Buster 
Brown dolls. These coupons not only 
served to attract the youngsters to 
the store but furnished splendid over- 





night mailing lists for the new section 
to work from, Mr. Ellis pointed out. 
Gifts were also advertised at the sub- 
urban stores, under the same condi- 
tions. 

A radio program was given Sun- 
day at 5.45. An interesting feature 
of both the newspaper publicity and 
the radio broadcast was the entire elim- 
ination of all reference to price. In- 
stead, the new Spring styles were 
stressed and attention was called to 
the necessity of the correct fitting of 
children‘s feet. According to Mr. 
Katz something in the neighborhood of 
twenty thousand people visited the 
opening. “In the nineteen years that 
I have been with the store this is the 
biggest event I have ever seen here,” 
Mr. Katz said. 

Every effort was made to have each 
detail taken care of in a high-class 
manner. Policemen were in attendance 
to keep the aisles clear. Thousands of 
children attended the performances 
and as each child marched by the plat- 
form they exchanged their coupons 
for a gift. Presents for children are 
not plentiful in many homes these days 
and the good-will, both of mothers and 
children established on these two days, 
will go a long way, it is believed, to 
make the new section an instant suc- 
cess. 
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Specializing in Cruise Types 

Lynn, Mass.—Scott Shoemakers, 
Inc., at 585 Essex Street, new, are get- 
ting out pin tuck shoes of novel pat- 
tern, cruise shoes, Miami oxfords, and 
some unlined oxfords, all shoes being 
made by the adhesive process, under 
the personal supervision of Lewis M. 
Kessler. The factory, which was ré- 
cently started up, is now operating to 
capacity. 





Has Soft Sole Exhibition 


Boston, Mass.—Mrs. Day’s Ideal 
Baby Shoe Co. of Danvers, shows speci- 
mens of its fine soft soles in the ex- 
hibition booth which the New England 
Council maintains in North station in 
Boston. 

“Starting baby right on his life’s 
walk of 65,000 miles, the first 100 of 
which are the hardest,” that’s the title 
of this show. 


Ault-Williamson to Have 
Dallas Branch 


AUBURN, MeE.—Better to serve the 
retail merchants of Texas and Okla- 
homa, the Ault-Williamson Shoe Co., 
of this city, has established an in-stock 
department in Dallas, where a basic 
representative stock of Constant Com- 
fort shoes will be carried by Louis S. 
Katz of the Katz-Bennett Company. 
This assures merchants of over-night 
service out of Dallas if desired. 

This new set-up will in no way in- 
terfere with the company’s regular con- 
tact and factory service. Clyde An- 
thony, company representative, has 
broadened his activities and, while call- 
ing on the retail trade as in the past, 
will have supervision over distribution 
throughout the entire Southwest. Mr. 
Anthony will carry the complete lines 
of Ault-Williamscn turns and Ault- 
Shackford welts and silhouwelts. 





Shoe Form Co. Expands 


AusBuRN, N. Y.—The Shoe Form 
Company has further: broadened its ac- 
tivities by its recent purchase of the 
Royal Comb Company of Leominster, 
Mass. According to W. J. DeWitt, 
president of the Shoe Form Company, 
many of the products manufactured 
by this latest acquisition will fit ex- 
ceptionally well into the local com- 
pany’s manufacturing program. The 
materials, equipment and process used 
being similar to those now in use here. 

In the Shoe Form Company, Auburn 
has .the distinction of having the 
world’s largest producer of shoe forms 
supplying most of the large shoe manu- 
facturers of this country with their 
forms. Branch sales offices are main- 
tained in all the shoe centers of the 
United States. 





Tannery Planned 


PEABODY, Mass.—JIrving Tanning 
Co., of Salem, has bought the site of 
the Amdur-Limon tannery, corner of 
Walnut and Wallis Streets, and plans 
to build a tannery, 35 x 85 feet, on 
it, for the manufacture of sheep 
leather. The Amdur-Limon tannery 
was recently burned, and the Amdur- 
Limon Tanning Co. has consolidated its 
manufacturing in the Widen, Lord 
plant at Danversport. 





Coast Shoe Fair Scheduled 


Los ANGELES, CAL.—At a meeting, 
held on Saturday, February 11th, by 
the Los Angeles Shoe Club, it was 
voted to hold a convention and exposi- 
tion to be known as the Pacific Coast 
Shoe and Leather Exposition on March 
26, 27, 28, 1933, in the city of Los 
Angeles, under the exclusive super- 
vision of the Los Angeles Shoe Club. 
The cooperation of all shoe manufac- 
turers and particularly those who have 
representatives on the so-called Coast 
Territory is asked by the L. A. Shoe 





Club. 
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Something New in Catalogs 

A new, 40-page catalog by the 
Walter Booth Shoe Co. of Milwaukee, 
Wis., takes the prize for the best yet 
in 1933. Instead of showing individuai 
drawings of shoes, each group of shoes 
is shown as actually photographed— 
not retouched in any way. The photog- 
rapher has achieved something differ- 
ent through the use of strong light and 
shadow so that each shoe’s material is 
recognizable. The stitchings and per- 


Striking front cover with three dimen- 
sion effect. 








forations are as clean-cut as in the ac- 
tual shoe. The plates are made full- 
page size, right to the edge, so the ef- 
fect obtained is a true and large pic- 
ture of the shoe, with descriptions sec- 
ondary to the display. 

The complete Crosby Square and 
Walter Booth lines are shown in classi- 
fications that reveal faithful reproduc- 
tions of the spring and summer lines. 
Inasmuch as it is the only complete 
catalog tc be issued for spring and 
summer by the house, it is a man’s style 
show on dress and sports parade. 

The front of the catalog is modérn- 
istic and shows how built-up block let- 
ters give a three-dimensional effect. 
The opening page shows the photog- 
rapher at his work, making a negative 
of a shoe and the text reads: 

“The shoes shown in this catalog are 
as modern as the method of portraying 
them. Nineteen-thirty-three means 
new ways of doing things. We have 
departed from the old stereotyped way 
of showing shoes, which has always 
been by the use of drawings which are 
the artist’s conception of a shoe, to the 
new and better method by using actual 
photographs. To show you and your 
customers the shoes as they really are. 
To get the same result as though we 
sent your our entire line of over one 
hundred samples for your inspection. 

“Each page is made unto itself, rep- 
resenting a particular group of shoes 
of similar type. Each shoe shown as 
actually photographed—not retouched 
in any way. 
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“The complete CROSBY SQUARE 
and WALTER BOOTH line is submit- 
ted to you in this book for your con- 
sideration. Complete in variety of 
styles—complete in giving you a 1933 
retail program for maximum business. 
Go over the book carefully—each page 
tells a story. Select new merchandise 
today and start the ball a-rolling in 
your store.” 





Has Retail Sales Conference 


PoRTLAND, ORE.—Following two suc- 
cessful conferences and sales meetings 
of the Brown Shoe Company’s repre- 
sentatives at Spokane and Seattle, 
Floyd L. Wisherd held a similar sales 
conference in Portland. Some thirty- 
five representatives from the key cities 
of Oregon were in attendance. J. A. 
Moore, from the Brown shoe factory, 
brought to the Oregon gathering a 
most optimistic sales program for the 
coming year, stressing particularly 
Brown’s foot-science, featuring Dr. 
Boehmer’s shank shoes, which will be 
heavily stocked for the coming season 
in all of the Oregon stores. 





Freight Rate Lowered 

BostoN—The Merchants & Miners 
Transportation Co. has notified the 
New England Shoe and Leather Asso- 
ciation that it has reduced the freight 
rate on boots and shoes, Boston to Bal- 
timore, effective Feb. 10, from 66% 
cents per 100 lb. to 60 cents. There are 
sailings by this line Tuesdays, Thurs- 
days and Saturdays at 5 p. m., with de- 
liveries in Baltimore the third morning. 

The company recently reduced the 
Boston to Philadelphia rate on footwear 
from 66% cents to 45 cents per hun- 
dred weight. 





Roth Shoe Co. Moving 


CINCINNATI—The Roth Shoe Com- 
pany, in Cumminsville, a branch of 
the Consolidated Shoe Corporation, is 
moving to Seymour, Ind. Roth Shoe 
Company are makers of women’s shoes 
and will employ about 300 people in the 
new location. Their plant there has 
been greatly enlarged during the past 
year. The Consolidated Shoe Com- 
pany took over the Roth Shoe Company 
and the Samuel Wolf Company about 
a year ago. 





Buys Assets of Wholesale Firm 

New York, N. Y.—Theodore Kempe 
has purchased all the assets of the 
firm of Kempe & Samuels, Inc., 115 
West Broadway. The corporation will 
be known as Theodore Kempe Shoe 
Corp. and their address is now at 200 
Church Street, New York. 


To Close Branch 


Eaton, O.—The A.B.C. Shoe Store, 
one of a chain, with headquarters in 
Columbus, and which has been operated 
in Eaton for a number of years, will 
be discontinued March 15. Frank 











McCabe is the Eaton manager. 


Send in Your “Operating 
Figures” 


And Get a “Lightning Profit Flasher” as 
Premium 


The first flash to come from the Edu- 
cational Division of the N.S.R.A. shows 
23.2 per cent to be the typical volume 
loss in 1932 compared with 1931, from 
the reports so far received. 

This figure is fairly constant through- 
out all the volume groups and also 
the population groups. In fact. no 
group averages under 21.8 per cent, 
nor over 25.9 per cent. Two-thirds of 
the stores reporting lost between 20 
and 30 per cent as shown by the fol- 
lowing table: 





Percentages 
of all 
Volume loss stores 
Over 30% ............ - 11% 
25% to 380%............ ae 29% 
20% to 25%...... tee 37% 
Less than 20% ........... 18% 
Volume gained ........ ; 5% 
100% 


Thus, in 1932 the retail shoe trade 
suffered a more severe setback than 
in 1931, when the volume loss averaged 
14.8 per cent. 

“These figures for 1932 referred to 
are only preliminary and will doubtless 
be changed somewhat as more reports 
come in,” says James H. Stone, Man- 
ager of the N.S.R.A. “They represent 
the averages gleaned from the first 
group of reports to come to our In- 
ventory Analysis Service.” 

Every shoe retailer in the country 
is urged to send in his 1932 operating 
figures for analysis. The Educational 
Division of the N. S. R. A. will return 
to the sender a complete, personal con- 
fidential analysis showing how his fig- 
ures compare with those of similar 
stores throughout the country doing a 
similar volume of business. Any dealer 
who has not received a blank may ob- 
tain one by writing the National Shoe 
Retailers Association, 8 §S. Michigan 
Ave., Chicago. There is no charge of 
any kind for this service. The blank is 
self-explanatory. 

From these reports a book contain- 
ing the annual summary of retail oper- 
ations is compiled in which typical 
figures are worked out for every factor 
of shoe store operation. This book has 
become the annual text book for the 
trade. Every retailer who sends in his 
figures receives a copy without charge. 

“Mark-up plays such an important 
part today,” says Manager Stone, “that 
we have made arrangements to send a 
LIGHTNING PROFIT FLASHER to 
every dealer who makes a report from 
row on. By simply turning a disk he 
will find the exact percentage of mark- 
up between any cost and any retail 
selling price. Too many retailers, we 
find, are guessing at their selling prices 
because they are unwilling to take the 
time and trouble to figure them out 
accurately. This device does it auto- 





matically.” 
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WHERE TO BUY 


Men’s Shoes 


























FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 



















Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 


SHOES 
Brockton, Mass. 


A CALL OF COURAGE 
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A CLARION CALL 






Te Every Individua! and Business 





In These United States 


Tis is clear call of courage. It began at Pi 
Rock ie Hh It echoed with the rate of oats 
a sea McHt 
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AIGHEST CRADE ONLY" | 


AST WEYMOUTH. MASS. U.S.A. 


























Shoes New Retail $8.50 Up. 


A. E. NETTLETON CO. 
B. W. COOK, President 
Syracuse, N. Y. 
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enterprise. 


plan to boost “Roosevelt Day.” 


Canada Producing Own Shoes 


MONTREAL—One of the Canadian in- 
dustries to show increased production 
in 1932 was the leather boot and shoe 
factories. A corresponding decline was 
shown in imports of these commodities. 
In 1932 Canadian factories produced 
17,879,218 pairs, while imports totalled 
only 343,965 pairs. In the preceding 
year Canadian factories produced 17,- 
677,616 pair and imports totalled 669,- 
618. 

The Canadian industry is calculated 
to have provided slightly more than 95 
per cent of the men’s leather footwear 
worn in Canada last year, 97.5 per cent 
of the women’s footwear and nearly 99 





per cent of the children’s footwear. 





Here is the full advertisement which is being featured by the 
Town Criers of Rhode Island, the Business Stimulation Committee 
and other organizations to make “Roosevelt Day,” March 4th, the 
0 t for d confidence 





occasion for a broad cooperative 





and increased activity along the lines of constructive business 


Shoe retailers of Providence, R. |., where the movement originated, 


All leading stores in this city 


are planning a sweeping campaign to make the event a real sales 
success. Working with the Town Crier Committee, the “Busi- 
ness Stimulation Committee,” they are planning to use considerable 
newspaper advertising and to present special window and interior 
displays. Cooperating with the local newspapers, editorial space is 
to be used to promote interest in the day. Shoe retailers are hoping 
for good weather previous to and on the day of the big event which 
will materially affect their sales records. 





G. R. Rinehart Promoted 

LOUISVILLE—G. R. Rinehart, who 
came to the Edison Brothers Stores, 
incorporated from the former Chandler 
shoe store, at 460 Fourth Street, has 
been promoted to be manager of the 
Baker’s shoe store at 460 Fourth 
Street. 





Hayes Joins Freedman & Sons 

BrocKTON, Mass.—Michael H ayes, 
formerly identified with the Mayflower 
Men’s Wear Corporation, Kingston, 
Mass., has joined the executive staff of 
A. Freedman & Sons, Inc., and will 
take charge of the firm’s treeing and 
packing departments, succeeding the 
late Michael Hennebry. 
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The First Card in the 




















New Deal.... 


Assures a successful Foot Health Week 
Promotion with these striking 


FOOT HEALTH WEEK 
COLORED POSTERS 


SIZE 17 x 22 INCHES 
A Necessary Store Tie-Up 


These posters can be used as a back- 
ground for your window and store dis- 
play. 

Attractive and compelling in design, they 
will make your store the center-piece of 
interest in this great national promotion 


of Foot Health Week. 


FOOT HEALTH WEEK 
POSTERS 


17 x 22 
In Two Colors—Apple Green and Black 


3 for $1.00 
10 for 2.00 
20 for 3.75 
30 for 5.00 

100 for 15.00 


Why not place a quantity order for all Shoe Stores in your community who 
cooperate in 


NATIONAL FOOT HEALTH WEEK 















Boot & Shoe Recorder 
239 West 39th St., New York. 


Enclosed please find check for.......... ........ Pe eae ee 


~s National Foot Health Week Posters. 
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PLEASE MAKE CHECKS PAYABLE TO BOOT & SHOE RECORDER 
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WHERE TO BUY 


Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’: Soft Seles. ..0-3 

intermediates 
Flexible Hard Seles...2-8 


Bend for In-Stock 
Catalog 


. DAY’S IDEAL BABY 
aun oh E co 





Locust St. Danvers, Mass. 














SPORTINBAK 


FLEXIBLE 
ANKLE SUPPORT 
SHOE 
* 


Assures correct ankle posture by 
new, patented construction ap- 
proved by orthopedic specialists 
and parents. 
SEND FOR SAMPLES 
: IN-STOCK 
PATENT .. . . WHITE 
JERSEY .. . . COFFEE 
LIGHT SMOKE 
2 to 6 $1.35 6 te 8 $1.55 








EPHRATASHOECO. Inc. 
EPHRATA, PA. 
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WHERE TO BUY 


Riding Boots 











RIDING BOOTS 
\ ° IN-STOCK P 


For Men, Women and 

Children—also 

Jodhpurs and Field 
Boots. 


Write for catalog. 
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WHERE TO BUY 


Sport Footwear 











Macy’s Introduce Locke Shoes 


The much discussed and long awaited 
M. W. Locke shoes, made their New 
York appearance at Macy’s on Monday, 
following an unusual promotion on 
Sunday in leading newspapers. The 
response to the announcement was over- 
whelming with the department located 
on the second floor of the store, crowded 
to capacity, and every salesman occu- 
pied. 

It was evident that the fame of the 
Canadian country doctor, Dr. M. W. 
Locke, and the shoes designed and ap- 
proved by him, had developed interest 
and demand. Preparation for the in- 
troducing of the M. W. Locke shoes 
was thoroughly organized by Macy’s. 
The sales staff was to have a firm back- 
ground of knowledge of what the shoes 
would and would not do for the cus- 
tomer and how they were to be fitted. 

There was but one place to seek this 
knowledge and that was in Williams- 
burg, Canada, the home of Dr. Locke 
and the Gilhooly Shoe Store, adjoining 
the clinic operated by the physician. 
So off to Canada went the department 
executives to study the methods of Dr. 
Locke and listen to his advice and be- 
come grounded in the fundamental fit- 
ting features of the M. W. Locke shoes 
in the store of H. W. Gilhooly. Here 
in this store where the patients of Dr. 
Locke are fitted, the shoe department 
heads of Macy’s observed, studied and 
were trained to render a service to the 
customer in intelligent fitting. 

To assure the department of being 
launched without difficulties and to add 
prestige and conviction to its opening 
event, Macy’s brought from Williams- 
burg, Ontario, H. W. Gilhooly, the man 
in whom Dr. Locke places the responsi- 
bility of properly fitting his patients. 

Under his supervision and counsel 
did the sales force work on the open- 
ing day in the new shoe section, fea- 
turing M. W. Locke shoes. Difficult 
problems were discussed with him and 
from him the sales force received ex- 
pert knowledge and help in fitting. 
With each pair of shoes the customer 
receives a double postcard folder. The 
front page contains a foreword by Dr. 
Locke, the second page announces that 
the shoes can now be bought in the 
United States, this latter statement 
signed by H. W. Gilhooly, the third 
page is a complete record of the sale 
with the customer’s name and address, 
which is sent to the Lockwedge Shoe 
Corporation of America in Columbus, 
Ohio, where the card is filed for future 
reference. If the customer moves, the 
store in her vicinity is notified. 

To assist in the opening day cere- 
monies, Herbert N. Lape, president 
of the Lockwedge Shoe Corporation of 
America, was present and said that 


actual sales on the first day had far. 


exceeded the most optimistic estimates 
of the store executives. 

The advertising promotion was skill- 
fully handled. No exaggerated claims 
were made for the shoes and particu- 
lar care was taken to avoid any ref- 
erence which might: confuse the cus- 
tomer into believing the shoes could 
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replace medical treatment required by 
the customer. This statement appeared 
in all ads, booklets and store cards. 
“It is Macy’s policy never to give medi- 
cal advice. That is the function of 
your doctor. If you need orthopedic 
shoes—here are shoes which (in our 
opinion) are the finest orthopedic shoes 
that have ever been produced.” 





Macy’s has been appointed 
the official distributor of the 


M. W. LOCKE 
SHOES 


the only shoes designed and 
approved by Dr. M. W. Locke 


Who is Doctor Locke? He is an unassuming country docter in an 
obscure Ontario village. He is said to conduct the largest “tone man 
medical practice in the world.” He is a licensed physician. A grad- 
uate of Queen's University. A post graduate in surgery at Edinburgh 
University. Many believe-that Dr. Locke knows the human foot 
thoroughly. You may have read newspaper accounts of how his 
fame has spread, until now “‘the world" finds its way to his door. 
From the United States, from every province in Canada, from foreign 
countries, men and women go daily to Dr. Locke's place in 
Williamsburg, Canada. They find a quiet doctor who apparently 
knows feet and certainly knows shoes. 


Bae y 


After years of study and experiment, Dr. Locke has finally 
approved a shoe designed by himself, built to his specifica- 
tions, and bearing his name. In our opinion (we have dealt 





in orthopedic shoes for years) these are the finest orthopedic 
shoes that have yet been made. Now, it is Macy's policy 
never to give medical advice. That is the province of your doctor 
If your feet are in bad condition, by all means go to your 
family physician or to a foot specialist. If you need the com- 
fort of scientifically designed shoes (ad 9 out of 10 people 
do need it) the M. W. Locke shoe is at Macy's. The three 
exclusive features of the M. W Locke shoes are: 

1. an inside wedge to lift the inside of the foot and throw 

the swing to the outsi 


2. a socket for the heel to allow it to rest naturally without 
flattening 





3 an inner “flange” to support the arch and instep 


HE 


There is only one Dr. Locke. There is only one group of 
shoes designed and approved by Dr. Locke. These are the 
shoes. Substitutes and imitations of these scientifically con- 








There are four lasts for women—the prices are $8.94 and 
$9.94. There are three lasts for men—low shoes —$8.94; 
high shoes—$9.94. 

Come in as early as you can tomorrow. Skilled fitters will 
be here to fit you correctly with the last that is best suited 
to your feet. 


MEN'S AND WOMEN'S SHOES 


SECOND MACY’S 


FLOOR 














The opening Macy Announcement of the Dr. 

M. W. Locke shoes. H. W. Gilhooly, from 

Williamsburg, supervised the fitting at the 
opening. 





Opens Shoe Department 

SALEM, ORE.—The Arbuckle & King 
Corporation, composed of George L. 
Arbuckle, George M. King and F. L. 
Wisherd, have opened a shoe depart- 
ment in Shipley’s department store in 
Sa'em. 
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The APPEARANCE of the 
UNITED CUSHION HEEL 


is so fine that it 1s 


constantly imitated but never equalled 
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Look for the 


nF 
ITS QUALITY 
is just as superior as its appearance 


ee >] 


THE TRADE-MARK 
is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Women’s Shoes 
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GENUINE HAND TURNS 





No. 2102 PATENT LEATHER REGENT 
AAAA to A 3¥, to 9 
2th to 9 
3 te8 


19/8 Louls Heel Medium Pointed Toe 


DODGE, BLISS & PERRY inc. 


NEWBURYPORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 











WHERE TO BUY 


Dancing Shoes and Taps 












BLACK CALF 
PAT. LEATHER 


Womens 
A-B-C 242-8 


$1.25 


Misses 
A-B-C [1-2 
sts 


OWENS SHOE CO. 


589 Essex S?., Lynn, Mass. 





TAP DANCING 
THEO SLIPPER 
Stock No. (210 

Patent 


Leather 
Fer Grewing Girts 
D Widthe—Sizes 3-7 
Price $1.25 


BLOG SHOE CO., INC. 
147 Duane St., New York City 


% KENDALL’S "rezone: x 
IN-STOCK 


Style Ne. 13 


Pat. Les. or Bik. 
Kid with Full 
Cloth Lining. 


















$1.65 


besameas’ | pos 2%-3 
Micoes'_ Se* 11-8 


# KENDALL SHOE COMPANY y 


BAVERHILL. 




















» STORE CHANGES 4 








Oregon Cantilever 
Representative 


PoRTLAND, ORE.—I. I. Stewart, man- 
ager of Stewart’s Cantilever Shoe 
Store, at 372 Morrison Street, has been 
recently given the exclusive repre- 
sentation for Cantilever shoes in Ore- 
gon, due to his successful merchandis- 
ing of these shoes in Portland. This 
will make his store the distribution 
center for the entire territory, since 
his store has led others on the Coast 
in sales volume. 

A program of extensive remodeling, 
improvement and redecoration of the 
Morrison Street shoe store is to be 
carried out, since Mr. Stewart has re- 
newed his lease of these premises, 
which are to be beautifully refinished 
as to interior, which will augment even 
the large sales volume recently en- 


joyed. 


Carol Wills Makes Changes 


SAN FRANCISCO, CAL.—On April Ist, 
Carol Wills will close The Bootery. 
Meanwhile, Wills has taken over the 
main floor shoe department of the City 
of Paris, and H. Watkins, manager 
of The Bootery, will be transferred 
to the managership of the City of 
Paris shoe department. 

Across the bay, in Oakland, Mr. Wills 
has discontinued his basement shoe de- 
partment at Capwell, Sullivan & Furth, 
but retains the upstairs shoe depart- 
ment in the same store. 

The Enna Jettick shoe store at 479 
13th Street, Oakland, and the Carol 
Wills family shoe store at 1531 Broad- 


way, Oakland, will continue as at pres- 


ent under the ownership of Mr. Wills. 








Has Attractive Shoe Section 


MIAMI, FLA.—H, L, Summerlin is in 
charge of the shoe department in the 
new department store known as The 
Mark Store. Located on the third 
floor, in close proximity to women’s 
wear, this shoe department offers some 
unusually attractive fixtures. The 
wall which separates the concealed 
stock room from the main room is of 
cork board, finished in a soft shade of 
brown. Recessed openings, about 
twenty-four inches by eighteen in this 
wall, are lighted from above, the light 
filtering through a frosted glass panel 
makes a charming setting for a pair 
or two of evening shoes. 





Wendt & Bokerman Dissolves 


Napoteon, 0.—The firm of Wendt & 
Bokerman, retail shoe dealers on Perry 
Street, Napoleon, has been dissolved, 
and W. J. Wendt has taken the interest 
of his partner and will operate the 
store in the future. The partnership 


was formed in 1919. 
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A Reed Branch in Columbus 


CoLumMBus, OHI0.—A new shoe store, 
to be known as Reed’s and to be oper- 
ated by I. Mathes & Sons Co., St. Louis, 
will be opened at 131 South High 
Street about March 1. A long term 
lease for the storeroom has been taken 
from F. & R. Lazarus & Co., the 
owners, and the store will be remodeled 
and a new front installed. The Colum- 
bus store will be the 13th unit to be 
opened by the chain. The Columbus 
manager will be announced soon. 





To Be in New Home 


OAKLAND, CAL.— Charles Kushins, 
who has the shoe department in Roos 
Bros.’ Berkeley store, has decided to 
discontinue a similar department in 
Roos Bros.’ Oakland store with the 
end of July. On August Ist, Mr. 
Kushins will open an up-to-date family 
shoe store at 1919 Broadway, Oak- 
land, in a new building being erected 
for him. The 30 x 100 foot structure 
will contain a men’s and boys’ shoe 
department downstairs, a women’s and 
children’s shoe department on _ the 
street floor, as well as a hosiery de- 
partment. Upstairs will be the offices, 
rest rooms, etc. 


Specialize on Friendly Five Shoes 


SEATTLE, WASH.—Casey Kent and 
H. C. Thomas have opened the Metro- 
politan Shoe Home at 1333 4th Ave- 
nue. The shop is for men, but not 
exclusively as they also carry a special 
line of women’s riding boots. They 
will specialize in the Friendly Fives, 
and also carry $3.50 specials, and also 


the Elk shoes at $7.50. 





Hunt Heads National Leather 
PORTLAND, ME.— At a meeting of 
shareholders and directors of the Na- 
tiona) Leather Co., held here Feb. 24, 
Albert F. Hunt, who has been vice- 


president of the company, was elected 
president to succeed Willis R. Fisher, 
deceased, and H. N. Goodspeed was 
elected a director. 





Berg Shoe Store Chartered 
BELLEVUE, O.—Papers have been 
filed with the Secretary of State char- 
tering the Berg Shoe Store, Inc., with 
200 shares of no par stock, to operate 


a retail shoe store. Incorporators are 
Lee Penman, Gerald Manack and Paul 


Muskoff. 





To Broaden Activities 

The Walkin Shoe Company, children’s 
shoes manufacturers of Schuylkill 
Haven, Pa., have been selected by the 
Lockwedge Shoe Corp. of America, Inc., 
to manufacture the M. W. Locke 
children’s shoes. Mr. Rosenwasser of 
the Walkin Shoe Co. reports that they 
have received large orders and that the 


capacity of their plant will have to be 
greatly increased. 
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his is ow THE FAIR, Chicago, displays 


BUSTER BROWN, SHOES 











NEW SPRING 
STYLES tn 


BUSTER 

















A State Street Window of THE FAIR, Weck of Feb. 13, 1933 





USTER BROWN Shoes, because of their quality, 
ae per? . @ Ar THE FAIR 
consumer demand and distinctive Tread Straight 43 Byerywhere! 
features, are carried on the second floor of this great — ~~ —_ 
: pstairs — 
store. THE FAIR is known throughout the nation _ in the basement. 


for its keen merchandising sense. 


WLW Dace Gorgon, Manajacterrs 


Sr. Louis 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


iii eid 








QUALITY 
KID D’ORSAYS 


TO RETAIL AT $1.00 
Padded Sole, Cuban Heel. in 
Red, Blue, or Black Kid. 


Write for catalog 


FREEMAN THOMPSON 
SHOE COMPANY 
St. Paul, Mian. 

























W. 8S. CHASE & SONS, INC., 
HAVERHILL, MASS. 

tn Stock Men’s Full Leather Lined 

Handturned Slippers 

Priced from $1.60 
Kid Pullman Slippers 
colors and black with 
Pocket Siiso 
Pocket $1.50 





Snap 
Zipper 
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WHERE TO BUY 
Bowling Shoes 
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—- 


BOWLING 


SHOES IN STOCK 


——™ 










Style Ne, 3% 


Pi 
BROOKS SHOE MFG. 5 
Swansen & Ritner Sts., Philadelphia 
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WHERE TO BUY 
Shoe Trees 


8 8 8 


PRICE 
‘ PROTECTED 


Self Adjusting Shoe Trees 
<4, C 


A gentle enueeze inserts or 

removes. Write for unlque 
SIMPLEX SHOE 
TREE COMPANY 


sales plan. ~ 











Shoe Store Burglary 


LaconiA, N. H.—The shoe store of 
Harry Clevenson at 16 Union Avenue 
here was robbed Jan. 31 by thieves who 
broke a rear window while the proprie- 
tor was away. About $20 in cash was 
taken from the register. 











PRICES IN CHINA 





SAXONE SHOES 


FOR 


MEN 





a 


NEW FASHIONS & STYLES 


Saxone Shoes lead the way for Quality, 
Fit, Comfort Style and Wear. 
All British Made. 
NEW STOCKS REDUCED PRICES 
$ 1950 TO $ 26.50 PER PAIR 
CALL AND BE FITTED. 
Men's Outfitting Department 
WHITEAWAY LAIDLAW & CO., LTD. 

















Prices of shoes in this country have never 
been lower than at present but in China it is 
just the opposite. Herewith is shown an 2d- 
vertisement taken from The Critic, published 
in Hongkong, which states prices of Saxone 
shoes are reduced to $19.50 and $26.50 per 
pair. If our merchanfs could sell footwear at 
such figures they'd soon be in the millionaire 
class. The quoted price however is on the 
Mexican dollar, which is worth half the Amer- 
ican dollar. That’s something else. 











OBITUARY 





Joseph W. Johnson 


TARPON SPRINGS, FLta.—J oseph 
Walker Johnson, 75, died at his home 
here Feb. 11. He was known to his 
many friends in the shoe _ business 
through the South and Southwest as 
“Joe” Johnson. Prior to his retire- 
ment from the road in 1923, he trav- 
eled for Herman E. Lewis, Inc., of 
Haverhill. He was one of the “Old Re- 
gime” of shoe travelers. 


Albert W. Little 


NEw YorK—Albert W. Little, 64, 
president of the Stetson Shoe Co., died 
at his home in Orange, N. J., of a 
heart attack. He became president of 
the Stetson Shoe Company seven years 
ago and until recently had managed 
the business from his New York office. 
An aviation enthusiast, he was particu- 
larly interested in the development of 
aviation in Central and South America 
and had made several trips over the 
established routes. He was a member 
of the Rock Springs Country Club and 
the New England Society of New York, 
and was an elder of the Munn Avénue 
Presbyterian Church of East Orange. 
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Surviving are his wife, the former 
Grace Gould, and two brothers, James 
H. Little and Waldo F. Little, of La 
Crosse, Kan. 


George A. Slater 

MONTREAL—George Alson Slater, 72, 
one of the leading shoe manufacturers 
on the Continent, died at his residence 
in Montreal, on Feb. 8. 

He was a son of the late George T. 
Slater. He went into business with 
his father in 1876, who was a partner 
in the firm of Slate & Perry, shoe man- 
ufacturer. Mr. Slater was given an 
interest in the firm, which he held until 
his father’s death in December, 1887. 
The business was then carried on by 
Mr. Slater and a brother, C. E. Slater, 
under the name George T. Slater & 
Sons. The partnership continued until 
1899 when Mr. Slater withdrew. 

In the following year, he set up his 
own business, under the name George 
A. Slater, incorporating it in 1908. 
After a few years opened his own shops 
in Toronto and Montreal for the sale 
of his own product, the Invictus Shoe. 

With success in his business came 
public recognition, and he was elected 
to a number of positions of prominence. 
He served as chairman of the Mon- 
treal Branch of Canadian Manufactur- 
ers Association, and chairman of the 
boot and shoe section of the same or- 
ganization. In 1884, he married Mary 
Elizabeth Seeley, who survives him, as 
well as two daughters. 





Willis R. Fisher Dies 


Boston, Mass.— Willis R. Fisher, 

president of the National Leather Co., 
the A. C. Lawrence Leather Co. and 
the National Calfskin Co., died Feb. 21 
following a brief illness. Although ac- 
tively engaged in business until a few 
days before his death, he had never 
completely recovered from an attack of 
pneumonia in the early summer of 
1932 and an attack of grippe in the 
winter of the same year. 
‘ Mr. Fisher was born Feb. 13, 1875, 
in South Boston. He graduated from 
Harvard University in 1896 and en- 
tered the employ of the A. C. Law- 
rence Leather Co. as a stock boy at 
$4 a week. Later he became, succes- 
sively, a salesman in the Gloversville 
store of the company, office manager of 
the Peabody tannery and right-hand 
man of Mr. Lawrence himself. When 
the National Leather Co. was organ- 
ized by Mr. Lawrence in 1919, Mr. 
Fisher was elected vice-president; later, 
1923, becoming executive head of the 
three companies. 

Mr. Fisher, whose home was in 
Waban, a Boston suburb, was a mem- 
-ber of the Harvard Clubs of Boston 
and of New York, and of the Salem 
and Braeburn Country Clubs. He is 
survived by his widow, Mrs. Alice N. 
Fisher; one son, Richard Fisher of 
Waban; three sisters, Gertrude, Flor- 
ence and Marjorie Fisher of Brook- 
line, Mass., and one brother, Edward 





M. Fisher of Chicago. 
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A New Edition 
Book 


Kesey Just Out 


Shoe " MAN ™ 
Dealer Be | T H E 


AND 


and — HUMAN 
Sales- ii FOOT 


person 


Should 
Have 











Anatomy, Deformities 






and Treatment 
by DR. WM. M. SCHOLL 














Every one in your store who fits 
shoes needs the knowledge of the 
foot which this book imparts in 
simple, every-day language. It ex- 
plains fully how to determine the 
condition of the customer’s foot 
and the bearing which this has 
on the correct fitting of the shoe. 
















It will enable you to avoid com- 
plaints due to conditions which 
cause the shoe to wear out prematurely in 
certain places. An understanding of these facts will 
bring about a big increase in sales and _ profits. 


“THE HUMAN FOOT” will make everyone who 
studies it a better and more efficient salesman. There 
are hundreds of subjects treated, anyone of which is 
worth more than the moderate price of this work. 


Over 600 Pages of Interesting Scientific, > 50 


Practical Data and over 400 IIlustra- 
tions. Many anatomical pictures in color. PREPAID 
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> ON THE SELLING END « 


News of the Travelers and Sales Activities 














They Like Bill McCabe 


Some houses think well of their 
traveling representatives as witnessed 
by the following which Harsh & Chap- 
line have to say about a “stem winder” 
down Texas way: 


“ANOTHER RECORD TO 
SHOOT AT” 


“In every business, there is always 
some man who is dependable, yet never 
is conspicuous in his work because his 
efforts are not of the spectacular va- 
riety. 

“We have such a man in our organ- 
ization, and that is Bill McCabe, travel- 
ing in Southern Texas. You all know 
Bill, and you all know him to be a 
gentleman in every respect. Besides, 
Bill is a high type salesman, and can 
always be depended upon to come 
through every week with a good vol- 
ume of business. 

“His average for the past three 
weeks is better than 72 dozen. While 
this is not spectacular, the rest of the 
sales force has something to shoot at. 
Between one week to another, there is 
not more than 12 dozen variance in 
each week’s work. Best of all, every 
week is showing an increase in busi- 
ness. 

“What can be accomplished by Bill 
McCabe, can be accomplished by every 
salesman. Bear this in mind that 
Southern Texas, where cheap shoes are 
always in demand, is no bed of roses 
at any time for a salesman to get out 
and show increases over the previous 
year, such as Bill McCabe is showing.” 





Has Ohio Headquarters 

W. E. Walbridge, 
who is well known 
in shoe circles in 
eastern Ohio and 
western Pennsyl- 
vania, will be the 
representative of 
the Geo. D. Witt 
Shoe Company, a 
branch of Crad- 
dock-Terry Com- 
pany, Lynchburg, 
Va., with head- 
quarters in Steu- 
benville, Ohio. 





W. E. Walbridge 


Laird, Schober & Co. Opens 
Chicago Office 

Formal announcement has been made 
by Laird, Schober & Company of their 
opening of permanent headquarters and 
offices in Chicago. These offices will be 
under the direction of W. J. Spaide, 
who has a wide acquaintance in the 
trade of the Middle West and whose 
identity with Laird, Schober interests 








has extended over a considerable period. 

In speaking of the new offices “Billy” 
Spaide said that the idea was to enable 
him to keep in closer contact with his 
customers and be able to show them the 
newest models as they are produced at 





W. J. SPAIDE 


the factory instead of the necessity for 
waiting for his periodical trips through 
the country. By working directly out 
of Chicago and making his headquar- 
ters there instead of at the factory this 
becomes possible. 

Suite 1131 in the Stevens Building, 
which is the location of the new offices, 
is right in the center of things and the 
advantages of this new move are gen- 
erally recognized. Another advantage 
will be the possibility of having on dis- 
play the full lines of those in-stock 
styles of women’s, modern misses’ and 
children’s shoes that are carried by the 
house. 

Coincident with the opening of the 
Chicago offices is a change of location 
of the New York offices from 535 Fifth 
Avenue to the more central location of 
the Empire State Building. Suite 3023, 
which is now occupied by Laird, Scho- 
ber in the building, is the suite that 
was formerly headquarters of the com- 
mittee appointed by President Hoover 
of which E-President Coolidge and Al 
Smith were members. 





Tedesco With Vulcan 


S. R. Tedesco, formerly of Newton, 
Mass., has been appointed to the sales 
staff of the last division of Vulcan Cor- 
poration, according to an announcement 
at Vulcan’s head offices in Portsmouth, 





Ohio, through Col. A. L. Mercer, presi- 
dent. 


Mr. Tedesco has spent his entire 
business life in the shoe industry, in 
the New England and Brooklyn mar- 
kets, specializing in lasts, dies, pat- 
terns and other styling functions. 

Mr. Tedesco was for five years a 
principal in the Moss-Seman Shoe Com- 
pany of Haverhill and Newburyport, 
Mass. Since 1928 he has been identi- 
fied in a sales capacity with the Cona- 
way-Winter Pattern Company, Brook- 
lyn office, and with Holden & Quick, a 
New York pattern concern. His experi- 
ence in the pattern business, which gave 
him a thorough background in the styl- 
ing of women’s shoes, makes him emi- 
nently fitted to render expert service to 
Vulcan customers. 





C. B. Rowley on Trip 

Clark B. Rowley, secretary-treasurer 
of the Rochester Association of Trav- 
eling Shoe Salesmen, leaves soon on an 
automobile trip which takes him south 
to Washington, D. C., thence west and 
southwest through Memphis, Little 
Rock and Albuquerque to San Bernar- 
dino, Cal. The trip, purely a pleasure 
jaunt and one to which Mr. Rowley has 
looked forward for some time, will be 
made in a new automobile. During his 
absence his association and other work 
will be taken care of by his son, Victor 
Rowley. Mr. Rowley, Sr., plans to re- 
turn about the middle of June. 





Penna. Shoe Travelers Active 


At the annual meeting of the Penn- 
sylvania Shoe Travelers Association, 
held at the Hotel Henry, Pittsburgh, 
the following officers were elected: 
President, Goodman Yorkin; vice-pres., 
Herman Scheuler; secy.-treas., Joseph 
Harris and these directors: Karl Heim- 
berger, R. D. Stitt and Martin Lopen. 
This branch of the National Shoe 
Travelers Association has started a 
drive for new members and have suc- 
ceeded so far in increasing their mem- 
bership 100 per cent, the secretary re- 
ports. 





Jim Hinton Covering So. Calif. 

Jim Hinton, Johansen Brothers 
shoe representative, will hereafter cover 
southern California and the Oregon- 
Washington business of this company 
will be looked after by Ralph Lang- 
ston. 





Earl Moore Covering Mid-West 


Earl Moore, formerly with W. B. 
Coon Company of Rochester, N. Y., 
will represent Pontiac Shoe Company, 
Pontiac, Ill. Mr. Moore will cover the 
mid-West territory and East to the 
coast. 





Takes on New Line 


Sam G. Solomon, with the M. Shor- 
tell & Sons, Inc., has added the Colling- 
wood line of footwear, Endicott, N. Y. 
Mr. Solomon will cover all the large 
cities in the central West. 
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school boy would have difficulty in making 
errors of entry. if he follows the guide 


Bookkeeping made so simple that a high- 
written in every-day language. 
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MERCHANTS SERVICE DEPARTMENT 
367 West Adams Street—Chicago, Ill. 


= Most Complete Record 


Record of Salesmen— 


Comparative Trial Balance— 
Postage Prepaid 


(Check with 





Income— 
$1Q9-50 Complete 
Unless C.0.D. sh 


Guide— 


of Finances in the Most Convenient Form 


Cloth board loose leaf binder. 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER ‘ 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


. e ° 














SALESMEN WANTED 





SALESMAN WANTED 








LINE WANTED 








LIBERAL COMMISSION 
ARRANGEMENT 


Shoe salesmen who want to increase 
their income during the next four 
months see our full page advertise- 
ment on page 35, this issue, for de- 
scription of newest, fast selling 
line of special boys’ shoes. Terri- 
tories open in all parts of the coun- 
try but closing rapidly. Write to- 
day for complete proposition. 
Your letter will be treated confi- 
dentially. The Excelsior Shoe Co., 
Portsmouth, Ohio. 








ANTED—Salesmen with established trade 

to carry our popular priced Baby Shoes as 
side line 7 _—— commission. -_ ser pieety 
covered and lines now carried. NEWCOM 
ANDERSON SHOE CO., Rochester, New York 





OUTHERN sstates shoe salesmen wanted to 

carry white and neutral shoe cream as side 
line. Only high grade men wanted. Birk 
Manufacturing Company, New Albany, Ind. 





ESIDENT SHOE SALESMEN. Women’s 

shoe manufacturer wants resident men for 
large cities to sell a popular line of registered 
women’s Goodyear Welt health and sport shoes, 
from an instock department, to retail at $3.00. 
A few good territories open. Strictly commission 
basis. Give full particulars and references in 
first letter. Also opening in some good territories 
for traveling men. Address D-297, care Boot 
& Shoe Recorder, 140 Federal St., Boston, Mass. 


WANTED. Representative line, carried in 
stock, ladies’, men’s and children’s shoes. 
Very low price. North and South Carolina. 
Full details first letter. High type salesman. 
M. D. BURDEN, Aulander, North Carolina. 


WANTED. Popular priced line ladies novelty 
shoes for So. California. Good references. 
Belt, 1811 Adams Ave., San Diego, Cal. 











BUSINESS OPPORTUNITY 


S HOE Manufacturers. Any one wanting to 
open Canadian connection can secure interest 
in going concern. Low overhead. Own building 
equipped for welts. Good reasons for offering 
interest. Address D-300, care Boot & Shoe 
oo 239 West 39th Street, New York. 








SALESMEN: Large Eastern Manufacturer of 
soft and hard sole Boudoir slippers and 
Leather Sole Sandals has following states open 
for experienced salesmen: Pennsylvania, Indi- 
ana, Illinois, Michigan, Minnesota, Virginia, 
North and South Carolina, Georgia and Ala- 
bama. Strictly commission basis, weekly set- 
tlements. State complete qualifications and 
experience in’ first letter. Address D-301, 
care Boot & Shoe — 239 West 39th 
Street, New York, we 





ALESMEN with established trade to sell on 

commission as side line, short snappy line, 
leather sole beach sandals, women’s black kid 
comfort style, men’s and women’s slippers. All 
carried in stock. Territory open Texas, Indi- 
ana, Ohio, Illinois, Missouri, Kansas, Minnesota, 
Washington, Oregon, Virginia, Georgia, Ken- 
tucky, Tennessee. A good money making side 
line. Give full tadoruation first letter. Nes- 
tletoe Slippers, Inc., Worcester, Mass. 





EXPERIENCED Salesman Wanted — One 

who is acquainted with large volume 
buyers on the Pacific Coast, to carry a popular 
line of stitchdown shoes and sandals on a strictly 
commission basis. State references and experi- 
ence. Address D-292, care Boot & Shce Re- 
corder, 239 West 39th Street, New York, N. Y. 





ANT to place strong line of Men’s and 

Boys’ Low-Priced Work Shoes with sales- 
man covering Western Pennsylvania. Address 
D-290, care Boot & _— Recorder, 239 West 
39th Street, New York, N. Y. 


HICAGO WHOLESALER looking for resi- 

dence salesmen on a straight commission basis 
with a general line of popular priced footwear 
for the states of Illinois, Indiana, Kansas, Ken- 
tucky, Minnesota, Nebraska, Dakotas and Vir- 
ginias. Address D-298, care Boot & Shoe 
Recorder, 367 W. Adams Street, Chicago, Illinois. 








POSITION WANTED 


YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot ig emeg of readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can — to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 





ESIRE connection with manufacturer of 

ladies’ shoes. Can be successful with any line 
of merit in Ohio, Michigan, Illinois, Pennsyl- 
vania or Western New York State, where am 
acquainted with leading retailers and department 
store buyers. Have covered this territory for 
years representing well-known line of ladies’ 


shoes. ‘an give former employers for refer- 
ence, also representative retailers. Capable of 
handling jobbing trade. Have car. Norris 


Kirkpatrick, Plymouth, Ohio, 14 W. Broadway. 





TEN years with one concern as manager of 

shoe department. References furnished upon 
a Ray Pjossem, 302 8th So. 
finn 


Virginia, 








WANTED TO PURCHASE 





ANTED—Electric Block Planer to Plane 

Clicking Machine Blocks. Address D-299, 
care Boot & Shoe Recorder, 239 West 39th St., 
New York, N. Y 





Business Opportunity 
Men with orthopedic experience to open 
Orthomec System of Foot Correction 
offices. Can make from five to fifteen 
thousand a year. Successful offices now 
in New York, Boston, Buffalo, Syracuse, 
Milwaukee, Los Angeles, etc. Desirable 
protected territory open. Small invest- 
ment. Free training. Write. 

RTHOMEC SYSTEM 
140 Boylston St., Boston, Mass. 

















Importing Canadian Shoes 

MONTREAL — Something unusual in 
the way of international trade is re- 
ported by the Tilsonburg Shoe Co., 
in the way of a receipt of an order 
for thousands of dollars’ worth of shoes 
from a wholesale firm in Detroit, whose 
importations are distributed widely in 
the United States. 





Minimum charge 75 cents. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents 
$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable im advance. 
t# Advertisements for this page must be in our New York affice on Friday of the week preceding publication. Wa 


per word. Minimum charge 
In all other cases each 
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LINE WANTED 


LINE WANTED . 











entire Coast trade. 


Sport Welts. 





PACIFIC COAST REPRESENTATIVE 


at present selling well established line of Boys’ shoes, wants in addition 
well known and popular .priced women’s, misses’ and girls’ line in his ter- 
ritory. Has covered this territory for one firm during past ten years, selling 
the better grade department and shoe stoes, and has*A-1 contact with the 
Can do a real job in placing a good line on the Coast, 
because there, at present, the real opportunity lies in establishing a women’s, 
misses’ and girls’ line retailing from $2.95 to $3.95 in Littleways, Compos and 


Address D-296, care of BOOT AND SHOE RECORDER 
239 West 39th Street, New York, N. Y. 




















HOTELS 


HOTELS 








319 W. 481" ST. 


YEARLY RENTALS 


@ large outside rooms 12x20 @ private bath with shower 
@ serving paniry—refrigerator @ complete hotel] service 


ofel BELVEDERE 









TEL. PENN. 6-5900 


NEW YORK 








N. Y. Labor Report Indicates 
Little Change in Employment 


The New York State Department of 
Labor, Division of Statistics and In- 
formation, has just released a report 
revealing the change in employment 
during 1933 in the shoe industry in 
the State, with individual figures for 
New York City. 

Practically the same number of em- 
ployes were engaged in manufacturing 
shoes during 1933 as were in 1932, the 
difference in figures being one per cent 
less. In New York City fewer em- 
ployees were working in 1933 than in 
1932. The figures issued by the depart- 
ment showed a decrease of four and 
two-tenths per cent. 


Has New Price Policy 


Des MOINES, IowaA—Crandall’s Boot 
Shop here is starting on a new policy 
featuring two lower priced lines, $3.50 
and $5, according to announcement of 
J: E. Williamson, manager. Both men’s 
and women’s shoes are being stocked 
at these prices in complete assortments. 
Mr. Williamson believes the emphasis 
on lower priced lines for established 
brands will bring in the volume so 
many shoe men are seeking. 

Spring demand locally has received 
a setback with a period of blizzard 











Chain Store Efficiency 
records are made available 


to independent retailers in the ¥ 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 S. State St., Chicago, IIL. 
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WANTED TO PURCHASE 
















_Buyers of Surplus Stocks 


wil} buy surplus or entire be tea of shoes 
wae manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 


































TICKETS and CARDS 





Red and 
Green Design, Black Figures, 
White Back Ground. 


Actual Size—Die Cut. 


COMPLETE SAMPLES ON 
REQUEST 
6 Dozen at $1.05 
12 Dozen at $1.85 
24 Dozen at $3.25 
A Profit Chart FREE with 24 
Dozen Order 
Contact Shoppers with Snappy 
Sales Messages on Artistic Cards. 
Sizes 7” x 12” and 8” x 14” 
Check With Order, Please 


Unless C.O.D. Shipment is 
Preferred 


Merchants Service Dept. 














a 





a — — a purchasers BOOT and SHOE RECORDER 
have been out. Pigskin shoes are tak- 2d Wn Aidene. ie 
ing popularly both in black and in the Chi IIllinoi 
sand shades at present. ange — 
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VE FOUND Just think... a mod- 
a THE BEST 
—FZ4 HOTEL VALUE — ern, new hotel, in the 
IN NEW ¥ 
As CIty _ “heart of New York— 


t's he PICCADILLY 


45th-STREET and BROADWAY @ 


WILLIAM MADLUNG, Mngq. Dir. 







200 feet from Broad- 

way, on. 45th Street. 

A room and bath for one, 
$2.50; for two, $3.50. 






NEW YORK 
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British Shoe Trade Survey 

F LONDON, EnG.—The boot and shoe 
industry of the United Kingdom was 
one of the last to feel the slump and 
it is expected to be among the leaders 
in the return to prosperity is revealed 
in a study by Trade Commissioner Wal- 
ter Hertz and reported by Arthur B. 
Butman, Chief of the Shoe and Leather 
Division of the Department of Com- 
merce. 

The imports of footwear in 1932 fell 
from 3,621,312 pairs to 1,194,972 pairs. 
These have been in the main women’s 
shoes, as the imports of men’s foot- 
wear has never been a serious menace, 
having declined from 83,028 pairs to 
12,900 pairs during the eleven months 
of 1932. Rubber footwear, however, 
has been an important article of im- 
port and 11,017,768 pairs entered this 
country up to and including November, 
1932. The exports of footwear fell 
from 8,288,964 pairs in 1931 to 7,- 
679,400 pairs in 19382. This decline 
was not very serious, and was main- 
tained chiefly on account of the depre- 
ciated value of sterling. 


Future Trend 

Unquestionably, price will play a 
large part in the coming year and 
economies will be effected wherever 
possible. Although efforts were made 
to maintain wages throughout the coun- 
try, the consuming public wants to pay 
as little as possible for its footwear. 
The greatest interest is focused on 
the Sahara sandal, which was so suc- 
cessfully introduced by British manu- 
facturers last spring, and it is expected 
that the demand for this product will 
continue. This type of sandal will be 
made of fabric and leather, with low, 
medium and high heels, in all colors, 
with possibly white, brown and blue 


the most popular. 


Glaser Shoe Co. Opens 


SAN Francisco, CAL.—Glaser Shoe 
Company, on February 10th, held a 
formal opening for their wholesale 
headquarters on the main floor at 63- 
65 First Street, San Francisco. This 
firm features children’s and young 
misses’ shoes, and has operated in San 
Francisco for twelve years. The presi- 
dent and treasurer is I. Glaser; the 
vice-president, Walter A. Glaser, and 
the secretary, Oscar Geballe. 
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